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700,000 HOOSIERS 


READ THE STAR LEAGUE NEWSPAPERS 


Nearly 27 per cent. of the occupied homes in the State of 
Indiana receive a copy of the INDIANAPOLIS, MUNCIE OR TERRE 
HAUTE STARS every day. 








The net daily average actual paid circulation of 


The Indianapolis Star for 
month of March was 


e e 
Indianapolis ‘This is 6,850 more than the eet MED circula- 


tion of its nearest competitor. Tue STAR’s un- 

precedented in in LOCAL, FOREIGN and 
Ct. ASSIFIED advertisin during March was ONE 
AND ONE-HALF PAGES A DAY. 


The average actual daily paid circulation of 


The Muncie Star for 
month of March was 


This is the largest morning pares) in Indiana, 
with the exception of THE INDIANAPOLIS STAR, 
Muncie and suburbs has a pop ulation of 33,000 and 
is the metropolis of the Indiana Oil Belt. 


The average actual daily paid circulation of 


The Terre Haute Star for 22, 185 


Terre Haute, “ the Pittsburg of the po ” is the 
second lar; a city in Indiana, with a population of 
60,000, and Tue Star is its leading newspaper. 


The combined Pee circulation of the Indianapolis, Muncie and 
Terre Haute Stars for the month of March, 1904, was 


133,517 


Advertising contents are being made with the itive guarantee 
that this is in E S of the combined PAID circulation of ALL 
OTHER inélanapiiie, Bat and Terre Haute daily newspapers, 


STAR LEAGUE—General Offices, Star Bidg., Indianapolis, Ind. 
C. J. BILLSON, Manager Foreign Advertising, 
Tribune Buildings, Chicago and New York. 


Muncie 
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BUTTERICK 
MOTTO 

“After the 
ship is 
wrecked, 
everybody 
knows how 
she might 
have been 
saved.” 


| 








After an & 
advertising 
campaign has | 
failed, every- |, 


body knows 

how it could | % 

have been | Bagge 

made suc- |i is 

cessful. ; . 
There are few advertising wrecks when you fol- 

low the big advertising captains in a big medium. 





Engage your advertising with the Captain 
of the Advertising Department of 


The Butterick Trio 


Composed of THE DELINEATOR, 1,000,000 circulation, 
THE DESIGNER, 255,000, and the NEw IDEA WoMAN’S 
MAGAZINE, 200,000, a total of 1,455,000, at $7.00 a line. 


If we accept your passage money, we give you 
such personal attention that more passengers reach 
their advertising havens safely than by other routes. 
We always have room for desirable passengers. 


THOMAS BALMER, Advertising Manager, 


Butterick Building, New York 
W. H. BLACK, Western Adv. Manager, 200 Monroe Street, Chicago, Ill. 
The July issue, for which we are now taking copy, appears June 10, and forms close May 10, 


Seen ae ee a a ee 


mm te ee j 
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ADVERTISING THE STATE 
OF GEORGIA. 


They do things right in Georgia. 

Eighteen months ago the “Em- 
pire State of the South” awoke to 
the fact that farmers were leaving 
‘her domain to make homes in the 
West. Money had gone out of 
Georgia to purchase several mil- 
lion acres of farm lands in States 
nearer the sunset, and upon in- 
vestigation it turned out that these 
emigrating Georgians had acted 
thus because they thought they 
could better their condition. How 
had they arrived at this conclu- 
sion? Simply by reading the ad- 
vertising literature sent broadcast 
by Western States. 

Georgia straightway decided that 
she had better advertise, too. 
State or municipal advertising 
campaign is likely to go all around 
Robin Hood’s barn at the outset. 
Who shall say how many precious 
dollars have been raised by sub- 
stription, only to be frittered away 
in the soggy souvenir album? But 
the Georgia campaign was managed 
on sensible modern lines from the 
start. Two classes of people were 
wanted in her borders—farmers 
and manufacturers. Live advertis- 
ing was prepared, telling what the 
State had to offer, and two classes 
of mediums were selected to carry 
the story—farm journals and daily 
newspapers. This copy began to 
appear last autumn, and from the 
very outset attracted attention. It 
was informing copy. It appeared 
where it would be read by the 
people most interested in what 
Georgia had to offer. From the 
outset, therefore, there were tan- 
gible results. In the intervening 
months the methods of Georgia 
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have been adopted by other State 
and municipal authorities. Present 
indications show that the Georgia 
campaign has laid foundations for 
a far-reaching development of the 
State’s resources. 

This movement is backed by the 
Greater Georgia Association, with 
headquarters in Atlanta. At the 
request of Printers’ INK Mr. St. 
Elmo Massengale, president of the 
Massengale Advertising Agency, 
Atlanta, secured an interview with 
Mr. Walter G. Cooper, secretary 
of the association and of the At- 
lanta Chamber of Commerce. Mr. 
Cooper has held this office from 
the inception of the movement, and 
the success of the campaign has 
been due largely to his good judg- 
ment and management. The ad- 
vertising is placed through the 
Massengale agency, but the system 
and details have been those of Mr. 
Cooper. He said: 

“The Greater Georgia Associa- 
tion originated with Mr. J. K. Orr, 
of Atlanta, who was until recently 
president of the Atlanta Chamber 
of Commerce. In October, 1902, 
the National Farmers’ Congress 
met in Macon, and Mr. John M. 
Stahl, the secretary of the or- 
ganization, delivered an address in 
which he said that people of his 
section had recently bought several 
million acres of land in the far 
West. In his opinion, a great 
many of them would have done 
better had they invested in South- 
ern farms. The reason for buying 
in the West was because the land 
of that section had been persistent- 
ly advertised. Mr. Orr, who be- 
lieves in advertising, and spends a 
good deal of money that way in 
his own business, read Mr. Stahl’s 
speech, and it set him thinking. 
After going into executive session 
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with himself for a brief period, he 
said, in an interview: 

“‘Tf the manufacturers of nos- 
trums which have no particular 
merit can make millions by adver- 
tising them, a State like Georgia, 
with resources practically inex- 
haustible and opportunities un- 
numbered, ought to be able to do 
a great deal more by systematically 
advertising these resources. 
people can be taken to the bleak 
Northwest by advertising, they 
can be brought South, where the 
climate is ideal and the soil will 
produce almost anything that 
grows outside the tropics.’ 

“With Mr. Orr to think is to act, 
and he immediately inaugurated a 
campaign, the object of which was 
to unite the leading communities 
of Georgia in the work of adver- 
tising the resources of the State. 
The Greater Georgia Association 
was organized in Atlanta on 


February 17, 1903, with one hun- 
dred and sixty representative men 
from all parts of the State in at- 


tendance. Mr. Orr was elected 
president, and a strong executive 
committee of representative citi- 
zens from different sections was 
appointed. A canvass for subscrip- 
tions to the advertising fund was 
begun immediately and completed 
during the summer. 

“The work of the association at- 
tracted the attention of Harper’s 
Weekly, and the management of 
that publication undertook to get 
wut a Greater Georgia edition. 
This edition appeared in October 
with twenty-four pages on Georgia, 
illustrated. Harper's Weekly 
asked nothing for the space, but 
as a measure of appreciation the 
Greater Georgia Association placed 
considerable business with them in 
subsequent issues, and also took 
a large number of copies of the 
special issue, which have been ef- 
fectively used in answering inquir- 
ers who desired information about 
Georgia. 

“The systematic campaign of 
advertising begun the first week 
in October, and has been in pro- 
gress over six months. The ob- 
ject was to reach two classes— 
farmers and business men; and 
two classes of mediums were se- 


i” 


lected—farm journals and daily 
papers. We have had the experi- 
ence which nearly all advertisers 
dealing with new _ propositions 
have encountered. Circulation rat- 
ings and general reputation of 
periodicals were used as a guide 
at the outset, but we soon found 
that there was no safe guide but 
actual results. Every advertise- 
ment was keyed, and a systematic 
record was kept of the source of 
every letter of inquiry. For ex- 
ample, we started off with four- 
teen farm journals, and at the end 
of thirty days found that we were 
getting our results almost entirely 
from five of them. We gave the 
other seven thirty days of grace, 
and then cut them off, increasing 
the size of the advertisement in 
the productive papers. This change 
cut down the average cost of in- 
quiries at least one-half. We have 
since added several other farm 
papers with good results. Without 
going into details, I may say that, 
as a rule, the high- class publica- 
tions of long standing, enjoying 
the confidence of the public by rea- 
son of many years of faithful ser- 
vice, have produced the best re- 
sults, and although their rates are 
higher than new publications, they 
are the best after all. 

“The same method was pursued 
with daily papers, except that the 
difference was not so marked. Ad- 
vertisements were placed in Bos- 
ton, New York, Philadelphia, Bal- 
timore, Pittsburg, Cincinnati, Chi- 
cago and St. Louis. We began 
with small advertisements, occu- 
pying three to four inches. After 
six months’ experience, we have 
come to the conclusion that large 
space pays better and attracts a 
better class of inquirers. Our best 
results have come from papers like 
the New York Times, New York 
Sun, Boston Herald and Chicago 
Tribune. New papers of large 
circulation have almost always 
been disappointing. 

“Our follow-up system has been 
systematic correspondence, follow- 
ed by attractive advertising mat- 
ter, booklets, etc. We also have 
plans in other directions, but at 
present are not in position to dis- 
cuss them.” 
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Little Lessons in Publicity.—Lesson 32. 


THE QUALITY OF THE QUANTITY, 


Voegeli Bros., the great retait druggists of Minneapolis, write me as 
follows: “‘ Quality of an advertising medium is quite as important a con- 
sideration in placing advertising contracts as volume of circulation. The 
two conjointly should always determine the medium of advertising that wil] 
likely produce the best results.” 

There is no questioning the truth of this. The high-grade, clean, family- 
circle, evening daily that goes home gives the quality of the quantity that 
makes every copy of such a paper worth five of any other sold on the streets, 

The following evening dailies are the papers to use in their respective 
cities, They give both quality and quantity, and more of each than any 
other mediums in their territories. 





THE MONTREAL STAR. The quantity of its circulation is repre- 
sented’ by a sworn, net daily average otf 56,000; the quality by ninety per 
cent of the English-speaking families of Montreal whom it reaches every 
evening. 

THE MINNEAPOLIS JOURNAL, The quantity of its circulation is 
represented by a sworn, net daily average of 63,000; the quality by ninety per 
cent of the homes of the purchasing classes in Minneapolis which it reaches 
every evening. 

THE WASHINGTON STAR. The quantity of its circulation is rep- 
resented by a sworn, net daily average of 34,000—greater than that of any 
other Washington paper; the quality by ninety-two and one-half per cent of 
the white homes in its city of publication which it reaches every evening. 

THE BALTIMORE NEWS. The quantity of its circulation is repre- 
sented by a sworn, net daily average of 54,000; the quality by more homes 
reached every day than are reached by any other Baltimore paper. 

THE INDIANAPOLIS NEWS. The quantity of its circulation is 
represented by a sworn, net daily average of 74,000; the quality by more 
homes reached every day than are reached by all other Indianapolis dailies 
combined. 

THE NEWARK NEWS. The quantity of its circulation is represent- 
ed by a sworn, net daily average of 54,000; the quality by a majority of 
the homes of Newark and surrounding wealthy residential communities to 
which it is delivered daily. The NEws has a Sunday edition. 





The above named are “one papers” in “ one-paper cities.” The quality, 
the quantity, and the quality of the quantity of their circulation entitles them 
to this distinction. 





fi. LEE STARKE, 
bie» 4 Puliting Manager General Advertising, ™ ag Senene 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 





A great many traveling men, 
even those who are broad- minded 
in other things, entertain a pre- 
judice against advertising that is 
hard to understand. 

Somehow they think that adver- 
tising is going to supplant them. 
They look upon it as a new and 
dangerous innovation in selling 
goods, much as compositors re- 
garded typesetting machines when 
these were first introduced into 
printing offices. 

There was at least one advertis- 
ing campaign that was killed by 
the opposition of the salesmen. 
The concern was a large corpora- 
tion that was considering the ques- 
tion of advertising its goods ex- 
tensively to consumers and, in ad- 
dition, suplementing the sales- 
men’s work with a vigorous adver- 
tising campaign on “the trade.” 

hen the project was laid be- 
fore the board of directors, that 
august body asked the salesmen 
what they thought of it—whether 
it was likely to sell more goods 
than their personal work on “the 
trade,” etc., etc. 

The salesmen were in favor of 
the work on consumers, but as for 
expecting “the trade” to buy goods 
simply because the house sent 
them “circulars,” why, that was 
preposterous! 

From opposition to this side of 
the question cold water was gradu- 
ally thrown on the whole project, 
and it was finally dropped. 

You might say that any live ad- 
vertising man, if given a fair op- 
portunity, ought to have brought 
the opposition around to a broader 
way of thinking—but that is where 
you are mistaken. 

Take the average board of direc- 
tors, composed largely of men 
who acquired their knowledge of 
marketing goods fifteen or twenty 
years ago, before advertising 
reached its present development, 
and it is often difficult for them 


to understand the force of adver- 
tising as it is understood by the 
men who are making fortunes by 
the judicious use of printers’ ink 
in the present generation. 

This is particularly true when 
these directors happen to be old 
traveling men themselves. They 
are apt to consider the personal 
appeal as the only thing that will 
sell goods—at least such articles 
as are sold mainly in a “trade” 
way. * * 

There ought to be the heartiest 
co-operation between the sales and 
the advertising department. Every 
one will admit that; but how often 
is the reverse the case? 

The interests of the salesman 
and the advertising man are identi- 
cal. They are both striving to sell 
goods, but they work in a differ- 
ent way. 

Where the ground is thoroughly 
covered by the salesmen it is the 
business of the advertising depart- 
ment to exploit the goods to the 
mass of buyers or prospective 
buyers. 

It is the business of the sales- 
men to get the orders from indi- 
vidual buyers. 

The advertising department 
works collectively—the sales de- 
partment works personally and in- 
dividually. 

We are speaking of cases where 
there is little or no intention of 
making advertising do the work 
of salesmen (i. e, getting direct 
orders), but rather of educating 
“the trade” to the point where it 
isn’t necessary for the salesmen 
to do a lot of expensive, time-con- 
suming missionary work. 

In many lines of business it is 
next to impossible to market goods 
quickly and effectively by means 
of advertising alone or by sales- 
men alone. It requires a com- 
bination of the two. 

If you start to introduce a new 
food product or a new patent 
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medicine by means of advertising 
without an able staff of traveling 
men to supplement it, a great deal 
of your appropriation will go to 
waste, unless your expenditure is 
of a sufficient size to compel deal- 
ers to handle the goods whether 
they want to or not. 

On the other hand, if you rely 
entirely on salesmen it will take 
ten years to accomplish what you 
might otherwise do in two or 
three. * * 

Here is an instance of the mis- 
taken ideas that some salesmen 
have regarding advertising: 

This was a “crack” traveling 
man who could sell about anything 
sellable. 

The house was reaching, through 
the mails and trade papers, the 
very trade he was covering. 

“Why,” said he, “they are spend- ° 
ing money with boundless prodi- 
gality advertising to people in my 
territory when I already control 
the cream of the trade. They had 
better take part’of that money and 
boost up the salaries of their hard- 
working traveling men.” 

As a matter of fact, the adver- 
tising was bringing in a great deal 
of direct business from his own 
territory that he knew nothing 
about—business he had never un- 
earthed or hadn’t time to go after. 

Later on, the house introduced 
a new line of goods in which the 
personality of the salesmen didn’t 
count for so much as in the regu- 
lar line. 

Sales were slow until the house 
started a campaign of educative 
advertising, which quickly changed 
the complexion of things. 

“Why, do you know,” he then 
said, “that advertising does the 
work so completely that I can cut 
cut all the why-and-wherefore 
routine talk and bend all my ener- 
gies on actually getting the goods 
into stock?” 

* x % 

The dean of another staff of 
salesmen pooh-poohed the idea of 
getting any more business out of 
his territory by means of adver- 
tising than he could get by per- 
sonal solicitation. 

Hadn’t he been traveling over 
the ground for sixteen years, and 


didn’t he know everybody who 
ought to buy the goods? 

The campaign was laid out de- 
spite his objections, however, and 
it did precisely what he predicted 
it would not do—it developed a 
lot of new business and incident- 
ally assisted in holding the old. 

There was a terrible rumpus 
about it, but after the advertising 
had progressed far enough for this 
salesman to see its beneficial effect 
on his own work, there was har- 
mony between him and the adver- 
tising department. 


Auction Sale! 


Printing Plant of New Era Co., 
Springfield, 0. 


For particulars, see adv. in “ Classified” adv. 
of this issue, page 52, Address 


George S. Dial, Trustee in Bankruptcy. 


LincolnFreie Presse 


GERMAN WEEKLY. 

LINCOLN, NEB 

Mins ving boaeiins 
eeping, 


Actual Average Circulation, 146,4 
meh ate, B8e. anee 








Takes the 
1-10 the 
postage and 











Suburban Advertising 
FOR 
Piha York Merchants 


returns from the Suburban field 
“an t the ee New York mer- 
chant. For iculars of Len A ry way 
to cover this fel field, send a posta! 
JAMES O’FLAH cary 
SUBURBAN ADVERTISING SERVICE, 
22 NORTH WILLIAM ST., NEW YORK. 














CORRECT ENCLISH 


HOW TO USE IT 
A MONTHLY MACAZINE for 
everybody who uses the Fnglish language. 
JoserHinE Turck aoa gg 


$1.00 a year 10a 
Young men wanted in eve: atge 
represent circulation and 


CORRECT ENGLISH 


The Western New Yorker 


WARSAW, N. Y. 
64 years old and 
just started to grow 


Covers 3,800 families in Wyoming 
County, with 32,000 population. No 
daily in the County, 


Yity to 
rising de- 





Evanston, Ili. 
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WEEKLY AD CONTEST. 
NINTH WEEK. 

In response to the weekly ad 
contest fifty-eight advertisements 
were received in time for report in 
this issue of Printers’ INK. The 


one here reproduced was deemed 
best of all submitted. It was sent 


Hartshorn 


Shade 
Rollers 


what seem to be good advertise- 
ments. Each week one ad will be 
chosen which is thought to be 
superior to every other submitted 
in the same week. The ad so 
selected will be reproduced in 
Printers’ INK, if possible, and 
the name of the sender, together 
with the name and date of the 
paper in which it had insertion, 


(f 


You will know 
it is genuine if 
you see the script 


signature of Stewart 
Hartshotn. 


The “Im- 


proved” requires no tacks. 


Rollers. 


Tin Rollers. 








in by Harvey O. Dodge, 19 S. Sal- 
ford street, Philadelphia, Pa., and 
it appeared in the Philadelphia 
Evening Bulletin for April 13, 
1904. A coupon was mailed to Mr. 
Dodge as provided in the condi- 
tions which govern this contest, 
viz.: Any reader may send an ad 
which he or she notices in any 
periodical for entry. Reasonable 
care should be exercised to send 


will also be statéd. A coupon, 
good for a year’s subscription to 
PRINTERS’ INK, will be sent to the 
person who sends the best ad each 
week. Advertisements - coming 
within the sense of this contest 
should preferably be announce- 
ments of some retail business. 
The sender must give his own 
name and date of the paper in 
which the ad had insertion. 
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THE CHRISTIAN SCIENCE 
PUBLICITY BUREAU. 


On the door of an office in the 
St. James Building, New York, is 
painted this inscription: 





CHRISTIAN SCIENCE 
PUBLICATION COMMITTEE 
FOR THE 
STATE OF NEW YORK. 


RICHARD P. VERRALL, C. S. 











Whenever an attack upon Chris- 
tian Science is printed in any pub- 
lication issued in New York State 
it is almost invariably followed by 
a letter from Mr. Verrall, giving 
the Christian Science view of the 
matter in a reasonable, dignified 
way. The attack may be a letter 
from one of the New York Sun’s 
ingenious correspondents, a criti- 
cism of a physician in a medical 
journal, an editorial in a legal di- 
gest or a joke in Life. It is al- 
ways answered directly and 
promptly. Mr. Verrall recently 
exp!ained the working of this bu- 
reau to a PrinTeRS’ INK reporter: 

“There is a publication commit- 
tee of this kind in every State of 
the Union,” he said, “and they are 
all under the supervision of Mr. 
Alfred Farlow, in Boston, who is 
also secretary of the committee for 
Massachusetts. These committees 
were not established to propagate 
Christian Science, nor do we seek 
to enter into discussions about our 
religion. We believe that Chris- 
tian Science is of inestimable con- 
cern to every man, woman and 
child in the world, and that every 
one should have an opportunity to 
judge it for himself or herself. 
Attacks on Christian Science are 
pretty certain to come from people 
who really know very little about 
Mrs. Eddy’s teachings. The pub- 
lication committees simply set be- 
fore readers information about 
Christian Science as it is. They 
are maintained by subscriptions, 
each State taking care of its own. 
In every town and city of every 
State there is a resident Christian 
Scientist who reads the local pa- 
pers and forwards all criticisms 


and attacks to the State publication 
committee. Here in New York 
City we read the great number ot 
magazines, reviews, medical, relig- 
ious and legal journals at the large 
libraries. Articles also come 
through a clipping service, so that 
nothing escapes our notice. Ar- 
ticles in opposition to Christian 
Science appear chiefly in the news- 
papers, the denominational jour- 
nals, the medical and legal press. 
Judgment is used in replying to 
each criticism. We work upon the 
assumption that the average man 
and woman is reasonable rather 
than unreasonable, liking fair play 
and willing to listen to all sides 
of a matter occupying so much 
public attention as is Christian 
Science to-day. Controversy is 
avoided, and we try simply to pre- 
sent the truth about Christian 
Science, combating error. Our 
publication committees have been 
working several years now along 
these lines, and we have always 
found editors liberal, fair and 
even anxious to publish what we 
have to say. The instances in 
which our communications have 
been ignored are so few as to be 
not worth recounting. Some- 
times our letter is followed by an 
interesting response from some one 
really wishing to obtain authori- 
tative information, in which case 
we are always glad to answer 
questions and, if necessary, grant 
an interview. As to results, they 
have been very marked. There is 
a growing respect for Christian 
Science throughout this country, 
as well as an increase of knowl- 
edge about it that greatly mitigates 
misunderstanding of its real na- 
ture. While very efficient, the 
publication committees are not ex- 
pensive to maintain, as much of 
their work is done by men and 


women who give their services.” 
Ee ae 





CLOSE TO A MILLION FAMILIES. 
A million circulars stamped cost $13,000. 
Two full columns, 40 inches, in our 1450 

local weeklies reach these families, and 

stay with them an entire week for $2,030 

—one-fifth ofa cent per family. Circulars 

are destroyed. Local papers are kept. 


ATLANTIC COAST LISTS, 
134 LEONARD ST., NEW YORK. 














10 
THE FIRST VIRGINIA PAPER 


THE FIRST VIRGINIA NEWSPAPER TO 
GAIN A POSITION ON THE ROLL OF 
HONOR TAKES OCCASION, AFTER A 
YEAR'S EXPERIENCE, TO TELL THE 
GOOD SERVICE IT HAS RECEIVED. 


NorFoik, VA., April 13, 1904. 
Editor of Printers’ INK: 

I take pleasure in enclosing you our 
latest statement of circulation, the same 
being changed for our advertisement in 
the Roll of Honor. You will note that 
the Dispatch has had a steady growth 
during the past few years, until in 
March it averaged 9,241 copies daily, 
or within 500 copies of a quarter mil- 
lion. We were the first-paper in Vir- 
ginia to patronize the Roll of Honor. 
We jumped at it immediately, because it 
offered us an opportunity of indicating 
our growth. No newspaper directory 
could do. this. Newspaper directories 
three or four years old are used by 
many advertisers seeking this section. 
In these the Dispatch has a JKL or 
some sort of a hieroglyphic designation 
for circulation. 

One of the world’s greatest advertising 
men visited this section recently. He 
stated that he had made it a point to 
make inquiry regarding the Norfolk 
newspapers from a dozen advertising 
eneral agencies and circulation experts 
in the North and East. This was some- 
thing over eight months ago. In no 
case, he onl, was the Dispatch men- 
tioned as a great advertising factor in 
this field. Upon arrival in Norfolk, he 
spent a half day making inquiries locally 
before coming to the Dispatch office. 
In every case, he told us, the paper 
was most highly spoken of by the peo- 
ple, and the local merchants were di- 
vided in their estimate as to whether 
the Dispatch was first or second in the 
field as an advertising medium, many 
of them stating that they considered it 
very much the best local advertising 
medium. We have stuck to the Roll 
of Honor from the first day it started, 
and feel that through this general ad- 
vertising medium alone we have suc- 
ceeded in impressing upon the general 
advertisers throughout the country the 
great growth of the paper, until it is 
now genérally recognized as standing 
fourth in circulation in the two Vir- 
ginias and the two Carolinas. As good 
and as accurate a publication as Rowell’s 
Directory could by no means give its 
most careful student a knowledge of 
this fact. Here is where the Roll of 
Honor comes in. It is our hope and 
intention later to more amply utilize 
space in Printers’ INK, however, as 
we believe that Lee Stark is taking a 
proper position in advertising widely 
the superior advantages of a high-grade 
afternoon, home newspaper to any other 
advertising medium in the world, and as 
it is necessary particularly for a grow- 
ing paper like the Dispatch to call the 
attention of the general advertisers to 
itself. 


We are just now erecting a new 
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building, which is to be the permanent 
home of the Dispatch, and are putting 
in a new three-deck straight line Hoe 
press, with a 24,000 twelve page capaci- 
ty. This is perhaps the largest and 
finest press ever erected in the Virginias 
or Carolinas. I have written you thus 
at length because I thought that you 
and your readers might be interested 
in knowing that there is “something 
doing” down here in the livest section 
of old Virginia. You are welcome to 
use the opinions and information con- 
tained either in full or in part. 

Hoping you continued improvement 
and success with Printers’ INk, I re- 
main, very truly yours, 

‘THE NorFo_k Dispatcu. 
James M. THomson, Mgr. 

P. S.—In a short while we are going 
to send you a copy of cur Jamestown 
Exposition edition. If we do say it 
ourselves, this is the finest special edi- 
tion that has ever been published in the 
South, and we think that you will 
agree with us. Very truly, J. M. T. 


When Printers’ INK’s ambas- 
sador reaches Norfolk, as he will 
eventually, in carrying out the plan 
of exploiting conditions as they 
exist in all daily newspaper 
towns, his report on Norfolk can 
hardly fail to be interesting and 
instructive for advertisers. Until 
then the Roll of Honor service is 
probably the best that is available. 
It will continue to be useful, al- 
ways, for advertisers need to be 
reminded as well as to be in- 
formed. 

AN ODDITY. 

Fort Wortu, Tex., April 15, 1904. 

Editor of Printers’ INK: 


I send you herewith an advertisement 
which might be classed as an oddity. 





NOTICE. 
By the payment of $450 State and County 
setail’ intozteating Nquote in iy" pines’ of 
in! iD; juors in m ce of 
business known ~{ the eo 
KING SALOON. 
I a ae wpe A = A any wife who is so 
unfortunate as to have a dissipated husban: 
son or friend, as the case may be, give me 


notice in person or through Feo sheriff and 
be ex 


su es uded from m 
place. Let fathers, mothers, brothers a 
sisters do likewise and the request shall be 


to. 

I want it understood that I have no desire 
to sell liquors to drunkards, minors or the 
poor and destitute. but will be happy to have 

ose who are able to partake of such lux- 
uries call at my saloon, where will be 
served at all times with the best, polite 


and attentive een P. LYNN, Prot 
A. B, CAMPBELL, Bartender. shat 











It was clipped from a paper published 
at San Angelo, Texas. 
Yours truly, Henry F. Lackey. 
—_+o+__—_ 
If you get up a poor ad you score one 
point—for your competitor. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


IV. 


Publishers of daily papers who 
have confidence that the more the 
world knows about them and the 
field they occupy the better it will 
be for them, their field and the 
world, are advised that PRINTERS’ 
INK is prepared to investigate and 
report upon any field to which its 
attention is invited. 

The conditions upon which ex- 
aminations will be made and the 
reports published are these: 

Everything that appears as read- 
ing matter in Printers’ INK goes 
in free. 

The Printers’ INK ambassador 
who visits the field will report the 
conditions as he finds them, and 
his report will not be exhibited to 
local publishers until after its ap- 
pearance in PRINTERS’ INK. 

It is intended to visit and report 
upon every American town in 
which a daily paper is issued. The 
time of the visit will be at the con- 
venience of PRINTERS’ INK. 

If a special report at a specified 
time is desired, the parties interest- 
ed will be required to advance a 
sun of money sufficient to pay the 
reporter’s expenses. This will in 
no case be less than $50.00 nor 
over $250.00, except for towns be- 
yond the Mississippi. 

Those who pay the cost of the 
inquiry will have no privileges or 
better treatment than will be ex 
tended to those who assume no 
share in the expense. 

The benefit, if any, will come 
from having the advertising public 
better informed about facts and 
conditions as they do exist instead 
of as they are supposed to exist or 
did at one time exist. 

The four Connecticut reports 


printed below are based upon in- 
vestigations made by W. F. Hamb- 
lin, of the New York advertising 
agency of Geo. P. Rowell & Co. 
DANBURY, CONN. 

Danbury has a population of 
about 20,000 and a railroad sched- 
ule that isolates it completely 
from other Connecticut cities. The 
only paper for this territory is the 
Danbury News, the progenitor of 
which was the original of a certain 
type of humorous weeklies. The 
Danbury News man, however, be- 
came famous as early as 1870, and 
he worked his fun and humor 
nights and Sundays for a period 
of about fifteen years before it 
gave out. 

Mr. Flint, who is one of the 
present-day publishers of the 
News, entered the employ of the 
paper in 1873. At that time it had 
a weekly circulation of about 6,000. 
A year or so later it became neces- 
sary to move into larger quarters, 
and a very handsome building was 
erected for its needs. The latest 
type of a drum cylinder press 
proved totally inadequate for the 
large editions called for by the 
American News Company. In 
those days a paper was run 
through the press in separate sheets 
and had to be turned and run 
through again to print the other 
side. By working all day and all 
night, every day in the week, about 


_ 40,000 copies were printed of each 


issue, and it is quite likely that if 
it had been possible to supply the 
demand, the circulation would 
have reached the hundred thousand 
mark. The Danbury humorist is 
said to have written an average of 
seven or eight columns a week, 
to have. issued several books and 
to have traveled in Europe. In 
1883 he established the daily and 
decided to build up a moderate- 
sized local newspaper and rest 
from his labors. He is dead at 
present. 

I talked with leading citizens, 
merchants, steam and electric rail- 
road men, street laborers and 
policemen. They all read the Dan- 
bury News and said very nice 
things about it. Local merchants 
say the News gives excellent re- 
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sults for advertising, and they use 
liberal space in its columns. The 
paper is well printed and carries 
some of the best of general adver- 
tising. It appears that no stores 
outside of Danbury try to get the 
local trade. 

Like the rest of this part of Con- 
necticut, organized labor is a great 
factor in Danbury. There are about 
sixty manufacturing concerns, half 
of the number being hat manufac- 
turers. The men employed are 
wéll paid, but the work seems to 
be rather irregular. It is related 
that when the New York Sun was 
under a boycott by certain labor 
Organizations, Danbury was one 
town where no copy of the paper 
could be purchased. This condition 
lasted for several years, and is still 
talked of. 

The New York Journal is sold 
in moderate quantities on the 
street. The New York World 
seems to have second place. Other 
New York papers appear to have 
some foothold, notably the 
Herald, Times and Press. One 
man mentioned the Tribune. No 
Connecticut papers from outside 
are taken in Danbury. 

The Danbury News covers its 
local field thoroughly and has a 
man who devotes his attention to 
the writing and dispaying of local 
advertising. This feature seems to 
be appreciated. 

There have been many attempts 
to establish a rival paper to com- 
pete with the News, but all have 
been unsuccessful. 

The voting list 


in Danbury 
shows that there are about 4,000 


families. Considering the few vil- 
lages comparatively close to Dan- 
bury, the limit of possible circula- 
tion of a newspaper in that section 
might be thought to be in the 
neighborhood of 5,000. The editor 
of the American Newspaper Direc- 
tory says he had a satisfactory cir- 
culation report from the News in 
1895, at which time its smallest 
issue in a year was said to have 
been 4,200 copies. Since then no 
information on the subject has 
come to his hand, and it is his ex- 
perience that the failure to send a 
report is more likely to indicate a 
decreasing rather than an increas- 
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ing circulation He gives the 
News an H rating, which means 
a circulation exceeding 2,250 
copies. I was shown a detailed re- 
port of number of copies printed 
during the past year, and it seems 
that the smallest number was 
4,760 and the largest 4,905. 

It would be hard to find a town 
where the people appear to have 
more pride in their local news- 
paper. i 


NORWALK AND SOUTH NORWALK. 

Through a peculiar Connecticut 
political system Norwalk and 
South Norwalk are separate cities, 
but are in one town. It takes only 
about five minutes to ride on a 
trolley car from one to the other; 
still there seems to be nothing in 
common between the two places. 
There is rivalry, and each is jeal- 
ous of the other. In each there is 
local pride in the local newspaper. 
The population of each is in the 
neighborhood of 7,000. As near 
as can be learned there is not more 
than a hundred difference, and I 
could not determine whether that 
hundred belonged to Norwak or 
South Norwalk. 

South Norwalk appears to be the 
larger business center. Its news- 
paper is the Sentinel, conducted 
by Mr. James Golden, who is 
proprietor, publisher, manager, 
editor and so on, the duties of 
which he performs extremely well. 
The paper has been published as a 
daily since 1888. It occupies. its 
own building and has a fine me- 
chanical equipment. 

Advertising patronage js solicit- 
ed from Bridgeport stores, and the 
local storekeepers say they have no 
objection, as they have to suffer 
Bridgeport’s competition anyway. 

A fair amount of foreign adver- 
tising is carried by the Sentinel, 
and one of the largest advertise- 
ments:'in the paper the day I was 
there was that of the Adams Dry 
Goods Company of New York. 

The Sentinel employs no local 
solicitor, probably for the reason 
that all the local merchants who 
think that they can afford it are 
already represented in its pages. 

I was shown a detailed state- 
ment of the issues of the paper for 
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several months past that showed 
that the Sentinel prints about 3,700 
copies daily. This seems like a 
pretty good-sized figure when it is 
considered that South Norwalk 
and its whole surrounding country 
probably does not number more 
than twenty thousand people, in- 
cluding its strongest rival, Nor- 
walk, which has a paper with al- 
most as large a following. The 
Directory editor has never been 
able to secure from the Sentinel a 
signed statement that would war- 
rant according it a rating so high 
as 2,500 copies. 

In Norwalk I found that the 
Hour was greatly appreciated. The 
present manager of the paper was 
for twelve years the right-hand 
man of Publisher Golden of the 
Sentinel, in South Norwalk. Three 
years ago this man, Edward J. 
Thomas, organized a company, 
secured the backing of a local bank 
president and a former Mayor and 
bought: the Hour, which at that 
time was a bankrupt concern. — 

As a result of my investigation 


among the merchants and residents 
of Norwalk I am convinced that 
the Hour now prints over 3,000 
copies daily and that it is still 


growing, especially in the sur- 
rounding towns of Noroton, 
Georgetown and Westport, but no 
circulation report to the Ameri- 
can Newspaper Directory has ever 
warranted the editor of that pub- 
lication in awarding anything 
higher than an I rating, which 
means exceeding one thousand 
copies. 

The Sentinel is sold in a limited 
degree in competition with the 
Hour. One local newsdealer told 
me he sold 260 Hours and about 
50 Sentinels. The other leading 
newsdealer in Norwalk said the 
ratio was one to two in favor of 
the Hour. To what extent the 
Hour is sold in South Norwalk, 
if at all, I did not learn. 

The equipment of the Hour is 
not as well housed as the Sentinel, 
but it is in no wise inferior. The 
paper presents a clean, attractive 
appearance, and is printed on the 
latest type of duplex press and is 
set by linotype machines. 

Bridgeport papers are not sold 
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to any extent in either Norwalk 
or South Norwalk, but one man, 
who said he knew, stated that 
nearly 2,000 New York Journals 
go into the two cities. 

I was electrified to learn that 
the leading newsdealer places the 
sales of the New York Tribune 
next to those of the New York 
Journal. This seems to be the 
result of a recent active canvass 
and premium arrangement. The 
New York Herald has third place. 
.The other New York papers I saw 
in the Norwalks were the World, 
Sun, Times and Press. 

It would evidently be a mistake 
to suppose that a general advertiser 
could reach effectively the people 
of Norwalk and South Norwalk 
through the New York papers, 
although page advertisements in 
them would undoubtedly materially 
assist a local campaign. 


STAMFORD, CONN. 

Stamford is so close to New 
York City it seems as though a 
local paper would have a struggle 
to sell copies enough to pay for 
the trouble of printing it. I be- 
lieved this firmly at the time I 
went to Stamford. 

At the railroad station I asked 
a baggage man if there was a local 
newspaper printed in Stamford. 
He said: “If you lived here you 
would have to read the Advocate.” 

On Atlantic street, which is the 
main street of the town, a prosper- 
ous-looking citizen said the Ad- 
vocate was necessary for any one 
who kept house in Stamford. He 
said he lived there, but did_busi- 
ness in New York. He said yes, 
he read the New York papers him- 
self, but his family insisted on 
having the local paper for the local 
news. 

A street laborer said the Advo- 
cate was an awful good paper; 
that it was the only one he read 
except for an occasional New 
York Journal. 

I found the Advocate Building, 
and thought a fair estimate of the 
value of the property, including 
the building and job printing plant, 
would be a hundred thousand dol- 
lars. This makes it appear that 
the publication of a newspaper is 
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not the principal occupation of the 
owners of the Advocate. There 
were seven cylinder presses in 
operation in the building, all but 
one working on catalogues for 
New York City houses. 

One of the publishers of the 
Advocate said he had often 
thought he would like to see some 
one connected with the American 
Newspaper Directory, in order 
that he could give him a piece of 
lis mind, but now that he was face 
to face with me, he had not the 
heart to hurt my feelings. I gath-* 
ered from what he said that he 
had supposed it was necessary to 
render a detailed statement of the 
number of copies sold instead of 
the number of copies printed, and 
also that he resented what he sup- 
posed to be the autocratic demand 
of the Directory editor that a 
statement should be verified by 
oath. When I told him that the 
Directory editor only wanted to 
know how many copies were 
printed and didn’t give a dam for 
a statement that had been sworn 
to, and only valued true statements 


signed with a pen, he relented 
slightly. 

The population of Stamford was 
given by the last census as being 
15,997. The territory reached by 
the Advocate probably contains 


about 20,000 people. The Advo- 
cate claims a circulation of 3,500, 
and as it seemed impossible to 
find anybody in Stamforl who did 
not claim to buy the paper regular- 
ly there is no doubt in my mind 
that the claim is substanti.lly true, 
and it may be understood by this 
that about every family in Stam- 
ford, who can read English, buys 
the Advocate. The Directory 
gives the Advocate an H rating, 
which means exceeding 2,250 
copies. The next higher rating is 
“G,” meaning over 4,000 copies, 
and the Advocate does not claim 
so much. 

It is of course well known that 
letter ratings in the Directory are 
only given to papers which do not 
furnish information upon which 
exact and definite ratings in Arabic 
figures may be based. The Ad- 
vocate is such a paper. 

The Advocate is a six-column 
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paper, crowded with local adver- 
tising. If they had much foreign 
advertising they would have to 
print a larger paper. It is a good 
paper and necessary to be used by 
those who want to reach the house- 
keepers of that section. 

The New York papers come into 
Stamford about as freely as they 
do into Harlem or Brooklyn, but 
for all that the Stamford people 
read the Advocate. 


POUGHKEEPSIE, NEW YORK. 

Poughkeepsie has several things 
to say for itself before any busi- 
less proposition concerning it can 
be rightfully considered. Its posi- 
tion is unique for a provincial city 
in being about midway between 
the capital of the State and the 
great metropolis. Its bridge, re- 
cently acquired by the New Haven 
Railroad, will ultimately make 
travel east and west an additional 
f.cility of much advantage. Al- - 
though it has a population of not 
much over 25,000, and, by the last 
census, lacks a few hundreds of 
the number given to Kingston 
(eighteen miles north) and New- 
burgh (sixteen miles below), these 
facts are offset by one other; and 
that is, that its close suburban rim 
contains, including as it does the 
great Hudson River State Hospi- 
tal and Vassar College, many 
thousands which should be right- 
fully estimated with the city 
proper. 

The city is the county seat of 
Dutchess County, once called “the 
Empire County of the Empire 
State’ — rurally considered, of 
course. - Its schools, of which 
Eastman College is one, draw 
pupils from all countries, and just 
above the city are the homes of 
men like Ex-Vice-President Mor- 
ton, the Astor and Vanderbilt 
families, and others of great 
wealth. 

Its daily papers are the Eagle 
(Republican), the News-Press 
(Democratic), the Enterprise (In- 
dependent-Democratic) and the 
Star (Republican). The first two 
are morning papers and the last 
two evening papers. As you step 
on the Hudson River cars at the 
station in the morning you wiil 
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see two small piles of the Eagle 
and the News-Press there, among 
the New York dailies, and they 
seem about equal in number. A 
similar supply is found at the lead- 
ing book and stationery stores. At 
the station their price is four cents 
each. 

At another store where the daily 
papers are a staple commodity the 
manager says the Eagie comes first 
in sales, the Enterprise next, the 
Star next and the News-Press 
next. But this was in a Republi- 
can ward, and, when further ques- 
tioned, he admitted that in the 
wards further down town there 
would be a partial reversal of these 
figures. It should be said here 
that the Siar sells for one cent, 
the Enterprise for two and the 
News-Press and Eagle for three 
each, except at the main railroad 
station. 

The first daily paper started in 
Poughkeepsie was the Daily Press 
(in 1852), the weekly Eag.e add- 
ing a daily next (in 1860). The 
News, established over thirty years 
ago, joined the Press at least 
twenty years ago to make the pres- 
ent paper of that united name. Its 
weekly is the News-Telegraph. 
The Eagle has had for some years 
a semi-weekly edition to take the 
place of its original weekly. 

As near as I can learn from the 
evidence in the case, the circula- 
tions of the dailies are not far 
from the figures given below: The 
Eagle, 1,200; the News-Press, 
1,100; the Enterprise, 1,100; the 
Star, 1,600 (that is possible). Out- 
side opinions differ as to the re- 
spective circulations of these pa- 
pers. The Star, the only one-cent 
paper, has claimed from 2,000 up- 
wards. Some who estimate range 
them all from 800 to 1,000. A 
high equation among estimates 
might be stated as follows: The 
Eagle, 1,500; the News-Press, 
1,200 (for the city is now Republi- 
can rather than Democratic), the 
Enterprise, 1,200, and the Star, 
1,800. Some who think they have 
reliable data would place them all 
nearer the 1,000 mark. 

If one may say that in a town of 
26,000 there will be 5,000 only 
who are possible. subscribers 


(heads of families and unmarried 
adults) and that those who take 
two or more and those outside of 
the city only just cover the loss of 
those who take none, we get this 
result: 5,000 divided by 4. That 
would give each paper 1,250, a 
quite liberal estimate. And it 
would need special evidence to 
show how and why any one of the 
four should exceed the patronage 
that seems to exist, although it 
might. 

But it seems to be a fact that 
the typical Poughkeepsie resident’s 
curiosity leads him to look in all 
the papers, to be sure he gets the 
entire local news. Generally, too, 
except where there may be a case 
of personal pique between a busi- 
ness proprietor and one of the edi- 
tors, the local advertisers who do 
much advertising use all the 
mediums. 

For advertising profit to the pa- 
per, however, and for good re- 
turns, the Sunday Courier, estab- 
lished in 1872, and having a Mon- 
day weekly edition, has a covetable 
position. It has sixteen pages, 
with illustrations, and an_ illus- 
trated plant, and the new adver- 
tisements- in each isSue are very 
numerous. This is what it says 
of itself in its issue of April 3: 
“The last issue of the Courier 
contained 463 new advertisements. 
This is a greater number of un- 
solicited advertisements than has 
ever appeared in one issue of a 
newspaper in this State, outside 
of New York City, and clearly 
demonstrates the fact that a paper 
with a circulation of nearly eleven 
thousand brings results to its ad- 
vertising patrons.” 

All the papers here have type- 
setting machines. The Eagle, per- 
haps, has the most voluminous and 
strenuous editorials, and while all 
are well printed, the Enterprise 
has always a particularly clean 
typographical appearance. 

As Dutchess County is fairly 
gridironed with railroads, going 
up and down, crosswise and on 
the bias, the distribution of these 
journals, and quick access between 
the city and distant parts of the 
county, are well provided for. 

While I write these final words, 
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I notice that Rogers, Peet & Co. 
are giving three or four stickfuls 
of their characteristic advertising 
to all the papers named in this 
article. It has been done for some 
days, with a look of continuance. 
They are following it up, too, by 
strongly appealing letters, ad- 
dressed to well-known names in 
the city. 


The matter printed above had 
been prepared by Mr. Joel Benton, 
a gentleman well known among 
literary men, and long resident in 
Poughkeepsie. When it was read 
to the editor of the American 
Newspaper Directory he remarked 
that the Sunday Courier has al- 
ways made a circulation statement 
for the Directory, and that, its 
regular issue had grown from 
8,275 in 1895 to 10,593 in 1903; but 
that neither the Eagle, daily or 
semi-weekly, nor the Enterprise, 
daily or weekly, nor the News- 
Press, daily or weekly, has ever 
made a circulation statement that 
would warrant the Directory edi- 
tor in crediting any one of them 
with so large a regular issue as a 
thousand copies. In reply to this 
the reporter responded. that he 
thought every one of them might 
possibly establish a claim to a rat- 
ing above a thousand copies, but 
that it would be so little above, 
that the owners would hardly feel 
warranted in issuing such a state- 
ment, because the, then would 
have to admit the Directory’s ac- 
curacy, while now they can say 
the Directory is wrong. To the 
statement that the Evening Star 
does get credit in the Directory 
for printing a little more than a 
thousand copies, the reporter said: 
“It is a one-cent paper and perhaps 
does sell a few more copies than 
either of the other three, one of 
which is sold for two cents and 
the other two at three cents a 
copy.” 

To the question, “If an adver- 
tiser would use but one daily in 
Poughkeepsie which daily should 
he use?” the reporter promptly 
answered: “The Sunday Courier.” 
When reminded that that was not 
a daily at all, he said “Well, if he 
wants to reach everybody in 


Poughkeepsie he must put his ad- 
vertisement in all the Poughkeep- 
sie dailies, but if only one is to 
be used, probably no mistake 


would be made if the choice should 
fall upon the Eagle.” 


ATLANTIC CITY, NEW JERSEY. 

Among numerous answers to the Want 
ad in the Philadelphia Bulletin was one 
from Mr. Roland D. Bogan, of Atlan- 
tic City. He had some experience with 
newspaper work and acted upon the 
suggestion that he try his hand at deal- 
ing with newspaper conditions as they 
exist in Atlantic City. The result is 
given below: 

Perhaps there is no other sum- 
mer resort in the world that has 
for its patrons so many different 
classes of people. In this dem- 
ocratic city the millionaire rubs 
shoulder to shoulder with the 
middle and lower classes and does 
not seem to notice any contamina- 
tion by the touch. 

The population of Atlantic City, 
according to the United States 
census of 1900, was 27,838. A re- 
port of the school census of New 
Jersey for 1903 gave the population 
as nearly 34,000. A conservative 
estimate of the summer population 
has been placed at 100,000. Mr. 
Heston, the city comptroller, places 
it at about 150,000, while another 
one avers that in the height of the 
season, or rather on a good Sun- 
day, an estimate of 250,000 people 
within the city can be safely placed. 
The hotels are depended upon to 
support the town, the only other 
occupation of any importance being 
the propagation of oysters. There 
is a class, however, who, in the 
winter, make their living by fish- 
ing, principally for cod. In the 
summer these people sail the visit- 
ors of the resort around the bays, 
inlets and on the ocean. There 
has been a rapid growth to this 
city in the past five years, but it 
would seem that now, instead of 
taking the jumps and quick rises, 
it has assumed a slow but sure and 
steady advance. In the years gone 
by real estate would double its 
value in a year’s time, while now 
the last assessment shows a very 
slight rise in values from those 
of the previous year. Inquiring 
of one man how his business has 
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progressed in the past year, he re- 
plied: “Rotten; never had such a 
bad year.” He was in the real 
estate business and had on his 
mind the times when a real estate 
agent would make a fortune in a 
year. A tradesman said his busi- 
ness was increasing and had been, 
gradually, for the past two years. 
I asked him if he advertised any. 
He said that he did not advertise 
in any of the papers, but had cir- 
culars printed every week and dis- 
tributed to the people, as that 
brought as much result and was 
not as costly as newspaper adver- 
tising. Yes, he believed in adver- 
tising, but to advertise as he would 
want to would cost more than it 
was worth. His opinion was that 
the best advertising medium was 
the Daily Press. Inquiring of the 


newsdealer for the section in which 
the tradesman’s store.was located, 
I found that his average gave more 
Reviews as being sold, with the 
Press a close second. This was 
the upper end of the town, where 


most of the fishermen and oyster 
dredgers lived. 

I stopped at a paper hanger’s 
establishment and asked him what 
he thought was the best paper, and 
received for a reply, “Wall paper.” 
Further questions brought out that 
he “didn’t think any of them was 
any better than the other. You 
read one of them over and you 
have read them all.” He had a 
little card in the Review, but said 
it didn’t do him any good. 

I met a number of young busi- 
ness men here, and they seemed 
to agree that the order of the 
newspapers stands as follows: At- 
lantic City Daily Press, Atlantic 
Review, Evening Sentinel and 
Evening Union. The Gazette 
could not be placed with these, as 
It is only a weekly paper, being 
published on Sundays. All the 
business men, however, com- 
mended the Gazette and said that 
it was as good as any paper for 
local advertising. 

The Daily Press occupies nearly 
all of the ground floor of a large 
apartment house, owned by the 
publisher of that paper, Walter E. 
Edge. Upon going into the office 
one is impressed by the modern, 
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up-to-date aspect.of things. Here 
is also the office of the Dorland 
Advertising Agency, which rep- 
resents leading papers from all 
over the Union. Of this Mr. Edge 
is also proprietor. I was cour- 
teously received by Mr. Price, who 
was acting business manager in 
the absence of Mr. Smith. Mr. 
Price told me that the present cir- 
culation of the Press is 5,150. Its 
average issue in 1903, as reported 
to the American Newspaper Direc- 
tory, was 4,799 copies. - He said 
he was willing to let any one go 
through the press rooms at any 
time and satisfy themselves as to 
the truth of his claims. The 
Press prints from eight to twelve 
pages per day. It is a clean, clear 
sheet. The matter is clear, concise 
reading and the advertising is 
good. All the leading firms in the 
city advertise in the Press, and 
their ads are attractive, changing 
from day to day, bringing some 
new feature to the reader’s notice 
every time. 

The Review is an old-establish- 
ed, conservative paper, being in 
existence thirty-two years. The 
circulation is now about 4,300 
copies daily. Its average issue in 
1903, as reported to Rowell’s 
Newspaper Directory, was 3,142. 
It will compare equally with the 
Press in regard to the news it 
prints and the way it is printed. It 
runs from six to eight pages daily, 
which are all well gotten up, with 
the advertising well displayed. The 
only page with which one could 
find any fault is devoted prin- 
cipally to wants and professional 
cards. This is jumbled up in such 
a manner that one would have to 
study it awhile to find what one 
wanted. 

The Sentinel is owned and pub- 
lished by the Sentinel Publishing 
Company. The president of this 
company is William Riddle. Mr. 
Riddle is a politician, being a 
member of the city council for 
several years, and it was during 
his term in council, about two 
years ago, that the Sentinel was 
first published as a morning paper, 
which existence it maintained and 
soon built for itself a good cir- 
culation. About two months ago, 
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the Evening Union went out of 
existence temporarily, leaving for 
the time an open field for an after- 
noon paper. The Sentinel, being 
the third morning paper in the 
local field, took advantage of this 
opportunity and changed its edi- 
tion from morning to afternoon. 
It publishes some telegraphic news, 
but devotes itself principally to 
local features. The present cir- 
culation is about 3,000 copies daily. 
Its report to the Directory shows 
an average output of 2,917 copies 
in 1903. 

Like the Daily Press, the Sun- 
day Gazette occupies part of the 
ground floor of an apartment house 
owned by its management. Will- 
iam McLaughlan, the editor and 
publisher of the Gazette, is an ex- 
tensive real estate operator. I had 
a somewhat lengthy conversation 
with Mr. Alex. McLaughlan, 
brother of the publisher, and who 
has charge of the circulation of 
the Gazette. He could not tell me 
the average circulation for the past 


year, but said that it varied from 
over 4,000 in the winter to over 


6,000 in the summer. The last re- 
port in the American Newspaper 
Directory gave the circulation of 
the Gazette as being under a thou- 
sand copies per issue. I tried the 
newsboys on the boardwalk in order 
to ascertain if any Gazettes were 
sold to the visitors of the resort, 
and out of nine boys interviewed 
four carried the Sunday Gazette. 
The day being Sunday, no other 
local papers were issued, the Ga- 
sette having a clear field. One of 
the newsboys told me that he had 
his regular customers to serve. 
The other boys had about the same 
answer to give, which was that 
sometimes they sold all the Ga- 
zettes they had and at other times 
did not sell any. A hotel news- 
dealer said that the Gazette was 
the only local paper that he sold, 
to any great extent, to the visitors. 
My impression was that the Ga- 
gette reached more out-of-town 
people than any other local paper. 
It devotes itself entirely to local 
and county news. One page is en- 
tirely devoted to real estate, and 
some very good articles are always 
to be found therein. The Gazette 


gets a lot of advertising, and the 
advertising is well displayed. The 
leading stores advertise their Mon- 
day sales in quarter, half and full- 
page ads. Real estate firms adver- 
tise, too, with half and full-page 
ads. There is probably more ad- 
vertising matter in the Gazette 
than in any other local paper. It 
never makes a circulation report 
for the American Newspaper Di- 
rectory. It is undoubtedly entitled 
to an “H” :f not a “G” rating, in- 
dicating regular issues exceeding 
2,225 or 4,000 copies. 

It would seem that the lot of the 
Evening Union has been a hard 
and stormy one. It was originally 
owned by John Hall, who sold it 
to a company, which company 
failed, and the Union went into a 
receiver's hands. A few weeks ago 
Mr. Hall again bought it in, and 
copies are again sold on the streets 
as an afternoon paper. In view of 
this I can make no statement as 
to its circulation, nor do I think 
Mr. Hall is prepared to make ary 
statement. In the Directory for 
1904 I note that the Union has 
the equivocal “Z” rating with 
(1. 2. 4. 5.) qualificating figures, 
explained as meaning (1.) Not 
signed. (2.) Not dated. (4.) Not 
in detail. (5.) Did not specify the 
time covered by the report. Mr. 
Hall is an old newspaper man and 
is quite capable of placing the 
Union on a paying basis if there 
be room for two afternoon editions 
in this ‘city. However, the Sen- 
tinel is going to be a hard com- 
petitor and has the advantage of 
having a clean record. 

The leading newsdealer in the 
business section says that he sells 
more Atlantic Presses than any 
other, ranking the Review next, 
the Sentinel and Union following 
in order. He also told me that 
the Philadelphia Record is by far 
the best “seller” of any out-of- 
town paper. A representative of 
the Union News Company told me 
that he sells more Records in the 
business section, the North Amer- 
can, Inquirer and Press varying, but 
having about the same average. 
He also told me that in the hotel 
section and on the boardwalk more 
Philadelphia Presses and Ledgers 
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_are sold than any. The New York 
papers seem to have an average 
alike, the most important being 
the World, Journal, Herald and 
Sun. The Philadelphia Bulletin 
seems to be the best afternoon 
paper from outside, and has a large 
circulation here. In the hotels the 
Telegraph is a favorite, holding its 
own with the Bulletin. The Even- 
ing Journal has a small sale from 
hotel stands, while in the business 
section and through the rest of 
the city it is the only New York 
evening paper. Inquiry developed 
the fact that the Journal patrons 
were chiefly the mechanics and 
laborers. The other out-of-town 
papers which are seen chiefly are 
the Pittsburg Chronicle and Ga- 
zette, Washington Star and Balti- 
more Sun. 

I walked through all the pavil- 
ions on the boardwalk and ob- 
served papers being read in the 
following order: 

Philadelphia Record ......s00+. 14 

Philadelphia North American... 12 

Philadelphia Press 

Philadelphia Inquirer 

New York Herald.... 

New York Journal....ccccesee 

New York World 

ee Sree eo 

Washington Star 

Baltimore Sun 

Pittsburg Gazette 

This is, however, all chance. I 
may go through the same places 
again and the order would be 
changed. 

Questioning the hotel news 
stands, I found that hardly any 
local papers were sold and only 
the larger stands sold them at all. 
In fact, they said they only kept 
them for the benefit of the hotel 
employees. All the hotels adver- 
tise in the local papers, but why 
they do I cannot say. I put that 
question to one hotel man and he 
replied that he believed in doing 
as much for the local papers as for 
out-of-town papers. I asked him 
if the ads were any good to him. 
He said he did not know, and, 
with an attempt at wit, said that 
he had “never caught any in the 
act yet.” 

As a total summing up, I came 
to the conclusion that as regards 
news the local papers are upon 
equal footing, as every one had the 
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same answer, namely, that “having 
read one you have read them all.” 
As regards advertising, I found 
more in favor of the Press, with 
the Review and Sentinel following 
in order. All the papers have the 
same advertising rates, so there 
is no inducement to advertisers 
outside of the circulation and style 
of the papers themselves. 

Atlantic City has such a widely 
extended patronage that it is pos- 
sible that there are few papers 
published that do not reach here 
in the course of a season, although 
I have named the ones principally 
sold on the stands and on the 
streets. There are a reasonable 
amount of newsboys here, but most 
of them are on the boardwalk and 
handle only out-of-town papers, 
and it would seem to my mind 
that one wishing to reach the 
masses that come here will profit 
little by advertising in the local 
papers—at least not until one of 
them gets so far advanced that it 
will attract the attention of the 
visitors. There is hardly any pos- 
sibility of any of them branching 
out and publishing telegraphic 
news, which, I think, will be the 
only way for a local paper to reach 
visitors, as the great city papers 
are all here by the time hotel guests 
are up and ready to read them, 
and they are’ thorough and their 
news is solid, while the majority 
of tnem have a chance to digest 
their home news along with the 
news of the world. Moreover, 
should they take the local paper, 
they have to buy another in order 
to get their home news. Atlantic 
City is itself for nine months of 
the year only, and for the other 
three it is a coalition of all the 
cities of this country and the 
original Atlantic City is for the 
time being lost sight of. 

All the Atlantic City: papers are 
sold for one cent, and the three 
that are on a basis of prosperity 
have their circulations correctly 
and definitely rated in the News- 
paper Directory for 1904. 

A NEw edition of the Royal bene mace 
Powder Cook Book has been prepare 
by the chefs of the New York Cooking 
School, and the volume is distributed 


hv the Royal Baking Powder Co., New 
York. ‘ 
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“GERMAN NIGHT” AT THE 
SPHINX CLUB. 


The sixty-fourth dinner of the 
Sphinx Club was held in the Astor 
Gallery of the Waldorf-Astoria on 
the evening of April 13, when 
members, friends and lady guests 
to the number of 236 enjoyed a 
most delightful banquet, followed 
by an exceptionally fine vocal and 
instrumental programme, the credit 
for which was due to Mr. Herman 
Ridder, of the Staats-Zeitung. 
As President Daniels remarked: 
“It’s a German night, and we are 
all good Germans with Brother 
Ridder for the time being.” In 
response to a demand for a speech 
Mr. Ridder spoke briefly but in- 
terestingly on the subject of “The 
German Newspaper in the United 
States.” He said: 


German newspapers are actual neces- 
sities in this great country. The gen- 
rally accepted idea is that the German 
newspaper is a second, third or even 
fourth class newspaper. That is not so; 
it is a strictly first-class paper. The 


payroll of the Staats-Zeitung alone is 
about $5,000 a week, and this sum does 


not include the salary .of special cor- 
respondents here and abroad or German 
writers on special lines. The Staats- 
Zeitung has always been the first pa- 
per to adopt improved mechanical _im- 
provements in the printing art. Next 
to the New York Tribune it was the 
first paper to install typesetting ma- 
chines. The English papers followed its 
lead. To-day the Staats-Zeitung has 
the fourth largest number of type- 
setting machines in use by any paper 
in Greater New York. If you want 
help, you have to use the co‘umns of 
the great German daily. The three 
great classified advertising mediums of 
Greater New York are the Herald, 
World and Staats-Zeitung. Often the 
columns of the latter paper contain 
2,000 classified advertisements. The 
German newspapers are American pa- 
pers published in the German language. 
German newspapers here are as_in- 
tensely patriotic and true to the Star- 
Spangled Banner as their contemporaries 
published in the English language. 
There are no better citizens of these 
United States than the German-Ameri- 
cans. They are part and parcel of the 
great, strong backbone of the American 
nation. The German newspaper must 
and does cover the entire field covered 
by the other newspapers. To do this 
the Staa‘'s-Ze‘tung has the Associated 
Press, the Sun Laffan and New York 
Herald press services. No papcr pub- 
lished in the English language in 
Greater New York coutd have the com- 
bined services of these three great 
press services, owing to the jealousy 
that exists between them, yet no one 
seems to be jealous of the Staats-Zei- 
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tung that has them all, because it has 
a distinctive field of its own. It has al] © 
the local news, too—nothing is neg- 
Iccted, nothing overlooked. We cover 
all the German and English theatres, 
and the importance of advertising the 
latter in a German newspaper is demon- 
strated by the fact that as many as 
forty English theatres advertise in the 
Staats-Zettung. The German is a great 
pleasure lover and a good patron of 
the theatres, and he wants to know what 
is going on at the English theatres as 
well as at the theatres where German 
plays are produced by German com- 
panies. To illustrate, some little time 
ago I said to mein frau, “Let’s go to 
such and such an English theatre to- 
night.” She said: “All right, Herman; 
there’s a good play there.” I said, “How 
do you know it’s good?” She said, “1 
know it is, because the dramatic critic 
of the Staats-Zeitung says so.” When 
it comes to news from the Fatherland, 
our English-printed rivals ‘‘ain’t in it.” 
We receive from Berlin, by _ special 
cable, two columns daily. We have five 
special correspondents there who send 
us, in addition to this, over sixty col- 
umns of general German news every 
week. In the United States alone we 
have over seven hundred special domes- 
tis correspondents. In reater New 
York there are 3,000 German societies, 
about 500 of which are women’s so- 
cieties. Everything of interest con- 
cerning these societies is faithfully 
and fully reported in the Staats-Zei- 
tung. Think of the magnitude of the 
task! What American newspaper—I 
mean what paper printed in the Eng- 
lish language—does or would do the 
same? Why, in Greater New York 
alone fully 34 per cent of the popula- 
tion is German and German-American. 
In 1895 we had an analysis made of 
the vote registered that year. Out of 
280,000 registered voters, 62,000 were 
born in Germany. Some of these days 
we intend publishing an English edition 
of our rman paper, the Staats-Zei- 
tung. In addition to containing all the 
features of the daily Staats-Ze:tung the 
Sunday edition contains the works of 
the greatest German authors, three 
continued and over fifteen short stories, 
special articles by recognized authori- 
ties, history, travel, descriptions of the 
countries of the world, all treated in a 
popular manner and attractively illus- 
trated. Our Sunday edition, in short, 
combines the best features of the great 
great modern newspaper and magazine 
as nearly as it can well be done. It is 
the ideal home paper of the people, and 
the ideal newspaper as nearly as such a 
paper can well be made. The Sunday 
paper that is read and thrown away is 
of little or no value to the average 
reader. The newspaper that is worth 
preserving will be. The German 1an- 
guage is kept up in this country largely 
by the women, as the associatiuns of 
the German men are largely with people 
who speak the English Pte and 
that language only. Advertisements in 
German newspapers have to be ag care- 
fully edited and looked after as the 
editorials and reading matter. The 
Germans are a reliable people and have 
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confidence in a paper that is reliable. 
To lose their confidence would be to 
lose their patronage. Germans are very 
sincere people, so sincere in fact that 
they often appear ridiculous to other 
people. With the average German “a 
public office is a public trust,” a posi- 
tion to be accepted and filled for the 
honor that is in it, not for the money. 
The Germans of this country are honest, 
and that is why they are not party fol- 
lowers and are always absolutely inde- 
pendent—not to be bought, sold or 
traded. This is why Germans are not 
known as office holders to any extent 
anywhere in America. Scarcely one per 
cent of the office holders throughout the 
United States are Germans. The Ger- 
mans and the German newspapers stand 
for honesty and efficiency in politics as 
in business, and as long as they stand 
for such the Germans and their news- 
papers must necessarily be of great 
benefit to this republic. 


Mr. Frank Munsey said that he 
was delighted to know that Mr. 
Ridder had made up his mind to 
publish the ideal newspaper, some- 
thing that he and others had failed 
to do, and then offered the follow- 
ing resolution, which was unani- 
mously adopted by the club: 

Whereas, Mr. Herman Ridder has 
paid the Sphinx Club the great compli- 
ment of furnishing a most delightful 
musical programme for the last dinner 
of the season, 

Resolved, That the Sphinx Club ex- 
tends to Mr. Ridder its hearty thanks 
and best wishes for the unbounded 
prosperity of the Staats-Zeitung and 
himself personally. 

The resolution of Mr. F. James 
Gibson, seconded by Herbert F. 
Gunnison, of a previous meeting, 
was next voted on and passed by 
a unanimous vote of all the mem- 
bers present. It is as follows: 

Resolved, That in view of the fact 
that a School of Journalism is about to 
be established at Columbia University, 
the Sphinx Club does hereby respect- 
fully petition the University authorities 
to include instruction in the art of ad- 
vertising in connection with the pro- 
posed school. 

+e 

“The time to advertise is when you 
want more business.”” There is nothing 
new about this saying; but it will bear 
repeating often. 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines, The Examiner 
and Sunday American lost 2,707 col- 
umns gg lines. 

This, notwithstanding THE REC-~ 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 











———— 
TESTIMONY OF AN EMINENT 
PSYCHIC. 


There is a lot of talk at present about 
the psychological lines of advertising. 
A newspaper in Philadelphia sent a re- 
porter to the leading merchants of the 
city, asking them if they read the street- 
car advertising. Among various replies, 
some of them asserted that they always 
read the Sapolio cards. It is probably a 
splendid type of psychological dispercep- 
tion that the habit lingered with them, 
for although the cards had not bgp kg 
for two years, they still thought that 
they were reading them.—Artemas Ward, 
in Fame. 


— ++ 
i] me your data 
and iil pasand re- 


RETAILERS ! 
adve for you that’s bound to 


ing results. r ads, booklets, 
catalogs, envelo dpe follow-ap lette: 
ete., that do the business, 
ADOLPH FISFMAN, 
“The Business Builder.” 
11 WEST 2ist STREET, NEW YORK, 
J 











he Montgomern Advertiser. 


**Alabama’s Only Metropolitan Newspaper.’’ 
Sworn Net Paid Circulation for 1903: Daily, 11,071; Sunday, 15,0513 


Weekly, 13,567. Accorded Double Golden Symbol (@@) by 
. The American Newspaper Directory. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








{33> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser. 


g=5" Publications entitled to be listed under this heading 
are charged 10 cents a line a week. Six words make a line. 


ARKANBAS. 
HE Arkansas GAZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 


1 ics. 
Sno 2 carries more Want ads than = 
other Arkansas papers combined. Rates, Ic. 
word. Minimum rate 20c. 


CALIFORNIA. 
HE Tres prints more *‘Want” and otherclas- 
sified advertisements than the bg 4 five 
newspapers in los es combined. it is the 
medium for the exc e of commercial intelli- 

gence throughout the whole Southwest. 
Rate—ONnE CENT A WORD FOR EACH INSERTION ; 
= —_. —- dail average 
copies. Sunday c on 

ly exceeds 51,000 copies. 


COLORADO. 
oes: Denver Post, Sennay ositien, Bsgen t, 17, 1904. 
ntained ant 


columns. The Post M4 ~A big, Want caniaen of 
the Rocky Mountain The rate for Want 
advertising in the Post “is “five cents per line 
each insertion, seven words to the line. 


CONNECTICUT. 
T= attention of users of “Want ads,” ‘“Classi- 
fied ads” and advertisers in meee pub- 
lications is called to the followi 
cently ——— from C. M. Gibbs, 
California: “ Pub! 


re 
OF er sity, 
rs RECORD AND REPUBLICAN 

Meriden. ¢ Conn. : Will you please oo ball me what 


the Eye of the KEcorD is! The reason we 
are led to ire is that we received more re- 
es _ five-line ad in the a. <4 


it we 
<r r in the —_ length of time.” 
ant ad rate of the RECORD is one-half a 
ome a word a day. 


DELAW ARE, 
RE Witntagten MORNING News is the paper 
7 for results—for “Wants” and other classi- 
fled advertisements. . Only m paper. 


DISTRICT OF 06 OF COLUMBIA. 
7=% D. C., EVENING STAR (Q@) 
A. es DounL ‘the number of WANT ADs of 
any other paper m and more than 
silof the other papers comb ned, 
MAKE COMPARISON ANY DAY 


GEOKGIA. 


HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 
HE Chicago DatLy News isthe ae Want 
It published during the year 
1903 10,781 columns of “classified” 
of oe ts. 
= these itted to the DaILy 
News re hay md telephone. No free Want ads are 
ee. Datty News rigid! excludes all 
pe ye early every- 
pe reads the English language in, around 
page inicayo reads the DalLy NEWS,” says 


INDIANA. 


HAUTE Stark carries more Want ads 
than all other Yerre Hau Haute dailies. 


TT E MARION LEADER is ack is cobnowiedeed the best 
result getter for classified Saversanees, 
One-half cent per word ord each insertion 


UNCIE STaR carries more Want ads than 
any other Indiana_ morning pee eeer ey 
with the exception of the Indianapolis STAR. 


NDIANAPOLIS Stak since Jan first has 

more than doubled the volume of its Classi 

fled advertising. On Sunday, April] 10, the STaR 
carried more than two full pages of Want Ads. 


HE Indianapolis NEws in 1908 printed 125,894 
more ae a advertisements | than ‘all 
other dailies of i and 
Pe Wan total of 264,123 separate on distinet 


, we 





id Want advertisements. 


KENTUCKY. 
bo rpar Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. Eighteen 
words one week, 25c 


MARYLAND. 
‘J. HE Baltimore, News carries more Want Ads 
than any other Ba/timore daily. It is the 
recognized Want Ad medium ot timore 


MASSACHUSETTS, 
HE Brockton (Mass.) DaILy ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 2ic. Copy mailed free. 


MINNESOTA, 
WigoRes that prove that the Minneapolis 
JOURNAL carries the most “Want ads”of any 
daily paper in the Northwest: 


Year 1903 
Jan. 1904 
Feb. 1904 
Mar. 1904 


T= MINNEAPOLIS TRIBUNE is the recognized 

it ad medium of Minneapolis and has 

It is the oldest Minne- 

apolis daily an on bers, 
= is more n 20,000 each 

ta. other Minneapolis daily. its ‘evening 

edition. Tay has ow circulation in Minne- 

nm any other evening pape 
fiehes Sver 8s column of Want cavertisenents 


daily carries anywhere near the num- 
ber 0 of Wanted advertisements or the amount in 
ume. 


, a ee 

To y Times (morning), The Kansas 

Cry "STAR . Grenine) oe ali of Kansas 
prints over eight pages of paid W 

nts over e at an oO! Wants overs 

unday, The reason: pchecnnes Ov every! 

Kansas City reads the Tres and the STar. 

Nes Joplin GLospr is the leading daily in the 

Missouri-Kansas Lead and Zinc sn, dis- 

trict. Circulation a A pag ‘ant 

ads. Send for sample cop; 


SUNDAY STAR 
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PRE Kansas City JOURNAL oy morning 
including Sunday), one of the 
Want ad mediums of the United States ; 1 to 40 
columns paid Wants Sundsy;7 to 10 columns 
daily. Kate, 5 cents a line. 


NEBRASKA, 
HE Lincoln DamLy Stak, the best ‘Want Ad” 
¥ mejium at Nebraska’s oa it ‘rates 1 cent 


circulation exceeds 12, cent 


SS) Saturday 2 rate, 15 words on 
Stimes, 15 cents, cash. DAILY STAR, Lincoln, Neb. 


NEW YORK. 


(PHE Post-EXPREss is the meet afternoon Want 
ad-medium in Rocheste: 


HE Times, OF ALBANY, New York. Better me- 
T aium od wants ape F=f Ca poh — 
than any other d guaran 
a ciroaletion hon ad 9 Ge rie Sher daily papers 
in that city. 
ba New York City the Staats ZEITUNG (OO) 

isthe leading German daily, asevieg © C) 

{ amount of Want, i It 
aie the great masses ot intelligent oo 
in and around the great American metropolis. 
THE EVENING Mart of New York City. “Want 

Ads” in New York’s leading evening news- 
paper are read by well-to-do people. If you are 
desirous of reaching classes and looking for sure 
results send for rates. “Agents Wanted,” one 
cent per word; other advertising correspond- 
ingly low. 

RINTERS’ ne Lee weekly. The rec- 

d fea antad medium for 


x articles, aave 
written circulars, 





a line per issue flat : six words to a line. Sample 
copies, ten cents. 


OnTO. 


4 a Dayton, O., HERALD has the callfor classi- 
fied advertisements in Dayton. It’s the 
home paper and gives results, 


HE MANSFIELD Nkws publishes daily m 
Want ads than any other 20,000 population 


new: T; r 
or Yeas, Be. ; one cent per each additional word. 


Me Toledo Darty BLADE is the recognized 

tage etme of Northwestern Ohio. Ex- 
cepting on i it publishes 
more “want” advertisements than any other 
newspaper in Ohio. 


HE News’ price for want advertising is twice 
that of any other paper in Dayton, and it 
carries 40 per cent more n its nearest com- 
petitor. During the nw oe 1903 it gained 33 per 
cent over 1902, and carried 5,954 more wants than 
its nearest competitor. 





PENNSYLVANIA. 


be Chester, Pa., TIMES carries fe two to 
five times more classified ads than any 
other paper. 


HILADELPHIA -- The EVENING BULLETIN. 
if you have not received the right returns 
from your Want advertising fa Legg yy 
try the BULLETIN. Want Ads 
because in tee Nearly Everybody 
Reads the Bu: ¢ BULLETIN has by 
many aoe the e.? = Ayn - 
any Philadelphia newspaper. and goes 
into more rains elphia homes than any other 
medium ETIN will not print in its 
classified columns advertisements that are mis- 
leading or of a doubtful nature; nor those 
carry stamp or coin clauses; nor those 
that do not offer legitimate employment. 


RHODE ISLAND. 


A donee, Darcy New e'will convin 
ce AILY News will con haps an 
vender that it stands second roy none in 2 any 
dence as a 2 want’ ad medium. We make a 
sg el ity of this business. One cent a word first 
cent subsequent insertions. 
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Test 


X AS. 
ORT Worth SuNDAY et 
ue lcenta word. A sure puller. 
80) 


Ts STOcKMAN-JOURNAL, Fort cgay 4 
exclusive stock paper im Texas. 
tion 12,000. Wants, 1 cent a word. 


VIRGINIA, 

HE News Leaper, published every afternoon 
By except Sunday, Richmond, Va. 
circulation by long odds i. 14 aver. i year) and 

recognized want sement medium in 
Virginia Chogeiiee 2 dvi, one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


CANADA. 
HE Meutrend Dane STAR carries more Want 
all itreal 


cine Mon’ 

Gpilics ‘combine. The FamiIty H 

WEEKLY STaR carries more Want advertisements 
than any ae weekly paper in Canada. 

HE Ri md Daily STAR is ne to any 

Ta r who wants to co’ ver the Toronto 
fleld. mi oy rod pepe of the sesent and wal 
ure. Sworn daily average circulation, 30,128. 


HE EVENIN G@ TELEGRAM, 1 rorsete, pnt the 
week ending April Lith, 1 carried 8 
classified advertisements and received 5,741“ 
letter” replies. It is the ct fied ad. 
vertising medium Circulation for 
Maren, 1904, 31,577 7 daily average. 
HE Winnipeg FREE PRESS carries more 
“Want” Pivertisements than other 
daily paper in jae and more advertisements 
of nature contained in all the other 
daily papers published na the Canadian oo 
= combined. Be the FREE La car- 
jes a olume of ———s 
than any other daily paper the 
o> —__—_ 


“A CLEAN STEAL.” 
PittspurG, Pa., April 14, 1904. 
Editor of Printers’ INK: 


Your committee which judges the ads 
each week for your prize contest can 
recognize a good ad when brought be- 


UNION SAVINGS BANK 
oF prTTesvRon 


CAPITAL, 81.000.000 - 








fore it. We have evidence of this in 
the prize ad which appeared in your 
issue of April 13, the same being an 
almost clean steal from an advertisement 
core by us for the Union Savings 
ank of Pittsburg about one year ago. 
I am sending you a proof of the ori- 
ginal, and think you will recognize the 
parallel at once. ery truly yours, 
Witttram S. Power Coasaae. 
Epwarp M. Power, Sr., Vice-Pres. 
i ane 


WILL KEEP TILL NEXT WINTER. 


The problem of keeping fog from the 
show-window has been solved by using 
an electric * stationed about six feet 
away. The fan, which can be made to 
turn at medium speed, furnishes suffi- 
cient circulation to prevent moisture 
from accumulating on the cold glass. 
Florists and others, from the nature of 
their window display, naturally experi- 
ence inconvenience from this cause. 
New York Edison Company Bulletin, 
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requisite qualification. 


No amount of mouey can buy a place in this list for a paper not having the 


aan 





Advertisements under this 
ing to the 1 


are 
yu3 issue of the American Newsp: paper Directory, have submitted for 


from publishers who, accord- 


that edition of the Directory a detailed circulation statement, duly signed and dated, or 
have supplied a similar statement for the 1904 issue of the Directory, now undergoing’ re- 


vision and to 
characterized by 


issued in April, 194. Such circulation figures as are mentioned last are 


ak. 
These are generally regarded the pentines who believe that an advertiser has a right 
for. 


to know what he pays his hard cas 


The black figures denote the average issue for the year indicated. The light-faced 
number in brackets denotes the page in the American Newspaper Directory which con- 
tains the details of the publication’s character. 

Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YRARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 


advance. Weekly, monthly or quarterly correctio: 
can be made, provided the peo sends a statement in detail, 


dated, covering the additiona 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. 4 4903, 
1,651. Repuulic, weekly aver. 1903, 2,216 GR). 
Birmingham, Birmingham News. Daily 
Sor 1903, 1%, 488 (2); last 6 months 1903, 18,052; 
guara ranteed. 
Birmingham, Ledger. dy. Average 
16,670 (x). E. Katz., Special Agent, 
” soto. Aaveotnr Se. At- 
Montgomery. iv guaran Hote A ty i” 
“Ge NOO), wi. iis. (3), Sy. 16,051 (2). 
Anon A. 
bee, Review, daily. 


‘or 1903, 
. Ye 


Kelley, pub. 
In 1903 no 


Bie w. 
In 102 no issue less than 1, 50% (46). 
issue less than 1,750. 


Phoenix, ey Daily average for 1903. 


6,088 (%). Logan & Cole Special Agency, N. Y. 


ARKANSAS. 
anstt Smith, Times. daily. In 1902 no issue less 
than 1.000 (53). Act ‘average Jor August, 
September, October, 1903, 1903, 8,109. 
Little Rock, Arkansas Methodist. Geo. Thorn- 
h, pub. Actual average 1903, 10,000 (%). 
Little Roek, Baptist Advs vance, MA Advance 
Pub. Co. (Inc.) Actual av., 49 av., 1903, 4,550 (%). 


Little Reek. By mn ette, daily and Sunday. Ar 
kansas’ | 


Moly We r. Established 1819 
Aver. 1903, Daily 2.90 (), —— 9,840(%). 
circulation, 


t permitted the 
Smith & 

al Repre., New York & Chicago. 

CALIFORNIA. 


0, Morning Republican, daily. Ar 
i 7903, 3.160 (#). E. Katz, Special Agent, N. ny. 
Oakland, Signs of - 4 Times. Actual weekly 
yee 1903, 82,842 (2). 
and, Tribune, daii Average for 1902, 
9.052 ‘ao Tribune e Publishing Company. 


Redlands, Facts, daily. dail Daily average for 
1903, 1,456 (3). No weekly. — : coal. 


San Diegan ‘Diegan Sun. Daily average 
or 1902, rare (80). W.H. pene pub. 
mn Franciseo. Argonaut, week Ave 
tori 1902, 15,165 (81). E. Katz, Speci: Fike N. 


nm Tranctaco, Bulletin. R.A Crothers. Av. 
or “902, daily 49,159. Sunday 47,802 (80). 


San Franelaeo. Coal, pe and sy. 4 . D, Spreck- 
els. Aver. for 1902, $7 0,885. S’y 71.584 (80), 
Av. 1903, daily 61,0 084 (): S’day 82,015 (%) 


San Jone, Evening Herald, Herald, daily. The Herald 
Co. Average for year end. AI end. Aug., 1902, 8,597 (86). 


San Jose, Morning Mercu Mercury 
Publishing Co. Average for 1 iG dee (86). 





ons to date showing increase of circulation 
properly signed and 


period, in accordance with the rules of the American News- 


San Jose, Pacific Tree and Vine, mo. 
nan. Actual average, /903,6, 185(%). First 
three months, 1904, 8,166. 


CONNECTICUT. 
Hartford, Times, daily. Are 
16,509 (>). Perry Lukens, Jr., N. 


Meriden, Morning Record and Republican. 
Daily average for 1903, 7,582 (). 


e fA 1908, 


New Haven, Evening Register. daily. actual 
av. for 1903,18,571 (3); Sunday, 11,292 (). 

New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 

New Haven, Palladium, daily. soar ft 
1903, 7,625 (3). E. Katz, Special Agent, } 


New Haven, Union. Av. for 193, saeet(@) 
8’y 8,260 (+). £. Katz, Special Agent, N 


New London, ‘Day, ev’g. gAv. 1903, 5,618 (#) 
(115). Gain over 1902, 415% 3 mos. /904, 5,642. 


Norwich, Bulletin, daily. Pteten Co., pub- 
lishers. Average for 1902, 4,659 (115). Actual 
ave~age for 1903, 4,988 (2). 


Waterbury, Republican. Daily average ‘9°, 
5,846 (2%) La Coste & Maxwell. fee. Agts, N.Y. 


COLORADO. 

Denver, Fost, —— Post Frinsing and Pub- 
lishing Co. ‘or 1903, 88.798 (sk). Aver- 
pony my Ey 1904, 49,048. Gain, 10,47 
2 The absolute correctness of the latest 

circulation rating accorded 

the Denver Post is guaran- 

UA teed by the publishers of the 
atiay American Newspaper Direct- 
TEED ory, who will pay one hun- 
dred dollars to the first per- 

son who successfully contro- 

verts its accuracy. 


DELAWARE. 
Wilmington, Every Eveni Average guar- 
anteed circulation for 1903, 10, 84 (3K). 


Wilmington, Morning News. a) Oe yao 
lishing Co., pubrs. Av, for 1903, 9,9 


DISTRICT OF COLUMBIA. 
Washington |v. Star, Star News- 
paper Co. Average for 1903, Oe 84,088 (#) (© ©). 


National =rtnee, weekly. Average for 1902, 
104,599 (123). First six mos. ve 112,268. 
Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 


Jacksonville, Metropolis, daily. Aver. 


1908, 
8,898 (sk). Ave. ‘at 6 months, 1903 8,229, 
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Morning Tribune. dail Tampa Tri 
bune Pub. Co Average for 1903, 3; 610 (x). 


GEORGIA. 
Journal, dy. Av. 1902, $7,828. Semi- 
wy, 84,105 (135). Present t average, 89,884. 


Atlanta, News “Actual daily average, 1903, 
20.104 (%). Av. December + 1903, 28,720. 


Atlanta, Southern Cultivator, agriculture. 
semi- m0. "actual average fo Sor 1903, 80,125 (>). 


Lafayette, Walker Co. Messenger, weekly. N. 
Py oe pub. Av. for 193, 1,640 (>). 


IDAHO. 
oncte Capital News, d’y and wy. Capital News 
Co., pub. Aver.’ 1903,d'y 2,761 (sk), w'y 
8, biz ck (151). 


ILLINOIS. 
Caire, Chia, em. ~e9- ate me) oy 
1,110 (*). j average ; 
ys ‘3. daily, t +188; waakle, 1, 125. 


Champaign, News. In 1902 no issue less than 
1,100 "daily and 8,400 weekly (163). In Novem- 
ber, 1903, no daily sue less th than 2,400. 


Chieago, Ad Sense, se, monthly. The Ad Sense 
Co. a Actual average fo for 192, 6,088 aie) 


Chieago, Alkaloidal dal Clinic, monthiy. Dr W. 
C. Abbott, pub.; 8. DeWitt Clough, adv. 
—— one ee . Aver. for 
(#). reaching over 


Atlanta, 


rani 
last twelve months, 2 
pF of the ‘dinertoan m ical profession. 


Chieago, American can Beo_ foummal, weekly. 
Actual average for 1902, F485 (167 


Chiengo, Bakers’ Hi Helper, monthly. H. R. 
Ulissold. Average for 1903, 4,175 (+) (OO). 


Chicago, Breeders’ Gazette, stock farm,week- 
ly. sanders Pub. Co. Average for 1902, 60, 052 
. Actual average for 1905 67,880 | () 


gg Dental Digest, mo. PD. H. Crouse, 

pub. Actual average for 1903, 7,000 (> 
Chicago, Grain Dealers Journal, s.mo. Grain 

Dealers Company. Av. for 1903, 4,854 (sk) (0). 


Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1002, 5,409. Last 3 mos, 1903, 84,000, 


ey Journal Amer, Med. Assoc. Wy. av. 
1903, 28,615 (sk), Jax, ait., Feb. | Mar., 1904, 80,725. 


for 1902, 
For six months 1903, 26,166. 


Haight, 
Av. for year end. ond. July, 1902, 2,966 (182). 


Chieago, Music: al Leade Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548 Gk). 


Masonic Voice- Review, mo. mo. Ave 
26,041 (182). 


Ghicage. Monumental News. mo. R. J. 
pub, 


Chieago. National Harness Review, mo. AV 
for 1902, 5,291 (183). First 8 mos, 1908, 6,250, 


Chieago, National Laundry Journal, 
monthly, Actual average for 1903. 4, DES Copiee 


Park and Cemetery and Landscave Gardenin: 
mo. Av. for year ending July, 1902, 2,041 (1 


Chicago, Record-H 
daily 154,218 (3k), =. ion ait 


Chicago, Retailer’s Journal, 
ual average for 1903, 6,785 (:k). 


Chicago, The Operative Hiller, monthly. Act- 
ual average for 1902. 5,666 


eago, Tribune, dail ' . 
yA Non ly. Tribune Co. In 1902 


for 1908, 
7 (#). 


monthly. <Act- 


East St. J-oute, Poultry Culture. mo. Poul 
Avei 
rh 


try 
Culture Pub. C 1902, 6 87S (192). A 
erage rage ; (192). Av- 


months 1903, 14, 





lish: How to Use It, mo. 
@’g March, 04, 10,000 (2%). 
1903. 

r- 


Evanaton, Correct 
tual aver. “ee end’g 
Kewanee, 97 tay 
pare! 8 OSS). wee weekly. 414 (x). 
nteed circulation daily for Jan'y, woe $,150 
Peorta, Star, evenings ana Sunday morning. 
Actual sworn average for 1902, 28,742 (219). 


Reekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223), ye 150 Nassau, 


Roekford, Republic, dail 
Sor 1903, 6,540 (>). La Vos 5 o Monee NY. 


INDIANA. 

Evansville, Courier, daily and 8. Courier Co., 
pub. Act av. 102, 11,24 218 (244). nk 03, 12,- 
618. Smith & Thompson, Sp. 2 Sp. en Chicago. 

Evaneaville, Journal-News, 1903, dy 

18, 852(% ,S’y 14,120(%) E£. Kats, |. Agt., N.Y. 

Goshen. Cooking Club, monthly. Average for 
1902, 25.501 (247). A ‘persisten ent medium, as 
housewives keep every issue for daily reference. 

Indianapolis, News, ws, dy, At Aver. net sales in 1903, 
69,885 (2); March, 1904. 74,808. 

bees op Morning Journa!, daily. Sworn 

average 1903, 4,002 (%); March, 4904, 574. 

Marion, tisha daily. W.B. Westlake, Fo 
Actual av., 1903, 5,295 Gk) March, 1904, &, 722. 

Munele, Star, d’y and Sy. Star Pup. Co. Aver. 
Sor 1903, d’y 25,886 3), S’y 19,25 (%). 

Notre Dame. The Ave Maria, Catholic Myf 
magazine. Actual average f Sor 193, 24,082 (. 


Prineeton, Clarion-News, oy a 
lishing Co. Average for e for 1902, 1,820 (64). 


Richmond, prestee Item. Sworn dy.av. for 
1908, 8,552 (2). Same for Dec., 1903, 8,742. 
Riehmond. Sg ke Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8.944. 
South Bend, Tribune. Sworn soft ¢ 
1903, &,718 (%). ‘Sworn av. for Ma 6,624. 
INDIAN bam egg 2 gan 
Ardmore, Ardmoreite, weekly. 
Average for 1903, dy., 1 Te re A "$ BTR). 
IOWA. 
Arlington, News. Al) home- 
F. Lake, pub. Average for 18 for 1 


Burlin 
Average 


Pub- 


rint weekly. W. 
1,400 (282). 


. Gazette, dy. Thos. Stive: b. 
Er 1908, 5,864 Ce), Jen. 1904, 6.060. 


Davenport. Times. es. Dy. an, 1903, 8.055 (2), 
8. wy. 1,660 (3). Dy. av. March, 1904, 9,508. Cir. 
guar, more than double uble of ar any "Davenport daily. 


Decorah, Decorah-Posten (Norwegian). Sworn 
av. ctr ms 1903, 88,759 (ck). M (&). March, 1904, 40,856, 


Dea s Metnes. On pe daily. Lafayette Young, 


a a 


Des Moines, News, daily. Aver. 1902, ge tis 
ye First 9 mos. 1903, aver., sworn, 41,87 


« Moines, Spirit of the West. wy. Horses 
andi live stock. Average for! for 1902, 6,095 on). 


Des Moines, Wallace's Fa 's Farmer, wy. Est. 1879. 
Actual average for 1903, 88,769 (3). 


Museatine. Journal, av. 1903, 4.849 (sk). 
c-wy. 2,798 (3). Dy. av. Jai 3 et 4904, 4,885. 


PRs nn vy Le Gv. 1903, 4,512 (3); 





26 


PRINTERS’ INK 





(A Roll of Honor—continued. 





Shenandoah, Sentinel, tri-weekly. Covers 
and Fremont counties. Average 1902,8,681. 


Sioux y, Journal. Dy. av. for 1903 (sworn) 
19,492 (Sd av. for Jan. and Feb. 20,172. 
Records alia; More readers in its field 
than of allother daily papers combined. 


Waterloo, Courier. Daily av. /903,2,967 (>). 
Last ¢ mos. 190%,8,057. S-w’y, 1,942. 


KANSAS. 
Atehiaon, Globe, daily. E. W. Howe. (334). 
Offers to prove 5,200 daily circulation for 1903, 
on receipt any advertising bil bill. 


Shed, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1903, 260,096 (:k). 


Wutehinson. News. Daily 1903, 2,768 i 
pas 2,112(%). E£. Katz, nt, New Yor: 


ska, Western School Journal. educational 
ly. Average for 1908, 8 1908, 8,125 (2). 


Wiehita, le, @’y and w’ and w Av. 1902, d’y 16,- 
781, Sate oe dca) it). Becki Beckwith, N.Y. - € Chicago. | @ 


KENTUCKY. 


po eeareert. Breckenridge News, ren J. 
Babbage. Average for 1902, 2, 248 (368 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. /908,8,582 (#); growing fast. 


Lexington, Leader. Av. ‘for 1908, 3,328 (%) 
wy. 2,806, Sy. 4.092 (). HE. Katz, 8. 4.,N.¥ 


Leulaville, Evening Post, 5 4 Evening Post 
Co., pubs. Actual average fo for 902, 26, 895 (374). 


Louisville, Herald. Actua Actual daily average for 
1903, 17,214 (%); Sunday, 16,742 Gk); Feb., 1904. 
daily 21,150, weekly 12,406, Sunday 20,772. 


Padueah, Sun. daily. Average, 1903, 2,181(); 
for March, 1904. 8.47%. ai atte 


ROROEAE A. 
New Orleana, Item. dail . M. Denholme, 


publisher. Average for Ses “1908, 19,895, 
Feb., 20,512; ‘March, 20,6 54. 


wall 


New Orleans. Louisiana Planter and Sugar 
Mfr., wy. In 1/902 uo issue less than 8,000 (387). 


New Orleans, The Southern Buck, official 
organ of Elkdom in La. and Miss. Av. ’0z, 2,866. 
BEASEE. | 
sta, Comfort, mo. annett, pub. 
Actual average for 1902, 1924,766 (391). 


Auguata. Kennebec Journal, d’y and w’y. 
Average daily, 1903, 5,78 (), weekly 2,170). 


Au 


Bangor, Commercial. Avercge for 1903, daily 
8,218 (4) weekly 29,006 18,006 (%). 


ever, Piscataqu is Observ Observer. 
ae }o0s, 1,904 (). 


wiaton, Evening Journal, daily. Aver. for 
1903, 8.514 ie) 0). w’y 15,482 (%) ©). 


Actual weekly 


rtland. Evening Kxpress. Average for /903, 
daity 11,740(:), Sunday Telegram 8,090 (:). 


MARYLAND. 
Baltimore, News, daily. Eveni 


lishing Co. Average 1 41,58 
March, 1904, 54,6. 


MASSACHUSETTS. 
Boaton. ages 2 Transcript 29. (412) Boston’s 
tea table paper. Largest amon amoun week-day adv, 


Boston, New & ine, monthly, 
America Co., pubs. 21,580 (420). 


News Pub- 
(402), For 


ngland ™ 
verage 1 





- ~¥ Plot, every Saturday. Roman Catho- 
lic. as. Jeffrey Roche, editor. (OO) 


es Post, dy. ——- for 1902, 174,178 
413). Av. for Dec., 1903, dy. 195,919, "gy. 188,. 
15. Largest p.m. or a.m. eale 4 n New England, 


Bowen. Traveler, Ket, 18%. Actual daily av, 
1902, 78,852. In 1903, 76,666 (3). October /, 
1903, to March 4, 1904, $0,496. 

Largest evening circuiation in New England. 

Reps. : Smith a& Thompson, N.Y. and Chicago, 


Bosten. Globe. Average fi Jor 1903, daily, 195,- 
554 (2), Sunday, 297,824 (2). 
Largest circulation in New ‘Eng land. 
Advertisements go in morning and afternoon 
editions forone price. __ 


Eaat Northfield. Record Record of Christian Wort, 
mo, $1. Av. for yr.end’g Dec. 34, 1903, 20.250 (+), 
Only clean, reliable advertising taken. hate 
40e. flat, or one-half-cent per line per thousand. 


Slanegeter Daily Times. Average for 192, 
6,247 (427). First seven months 1903, 6,629. 


Gloneoston, Cape Ann Zour. Actual oe 
year ending February 15, 1904, 4,80 
%); February, 1905 average 6,016. 


"tae Telegram, daily. Tel 
lishing Lo. Average for 1902, 6 6,701 ¢ 
Salem, Little Folks, uvenile. 8. 
Cassino. Average for 1902, 73, 50 (434), 
Spr Sngtold, Good Housekeeping, mo. 
for 1902, 108,666 (436). For year end. Dee., 
1903, 185,998. Ali advertisements tema 
Springfield, Republican. Av. 1903, o 7,42 
(+) O@), Sun. 15,270 (3) OO), wy. 088 ti. 
W oreester. Evening Post, daily. Worcester 
Post Co. Average for 1903, 11, Til (>). 
Wereester, <ty: = =F Publique, daily. Aver. 
Jan., &,180 (%). Only French paper in U. 8. ou 
Roll « of adr. R.A. Craig, N. Y. and Chicago. 


MACEEG AN. 


n. Telegram, dy. W.Grandon. Av. for 
we Tro aoe “average for 1903, 8,912 (>). 


ram Pub- 
). 


E. 


Avg. 


Detroit, Free Press. Average for 1903, daily 
42,918 (3k), Sunday 58.845 (sk). 


Grand Rapids, Evening Press,dy. Average 
1903, 837,499 (&). 40,000 guar. “daily Sor 1Ws 


Jackson, Citizen, daily. James ©’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828, 


Jaekson, Press and Patriot. Actual daily 
average for 1903, 5,649 (+). Av. Mar.,'04, 6,891. 


Kalamazoo, Eruing Telegraph. Last six 
months 1903, 886, s.-w. 8,681. Daily aver. 
r, 1908, ‘9089: Guarantees largest and 

od «oy tion in. the city and surrounding 


Kalamazoo, Gazette-News, 1993, daily, 8,671 
(%). Guarantees 4.000 more subscribers ‘than 
any other daily y panes Published in the city. Av. 
3 mo’s to Apr. 1,9,49 


ginaw, Evening News, daily. Ave 
1908 9,848 (473). March, 1904, daily 14,1 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 


monthly. Actual average 1903, 78,854 (sR) (498) 
Actual average January, 1904, 78, 500. 


Minneapolis, N. W. Agriculturist,s.-mo. Feb., 
0S, 78,168 (498). 75.000 guar’d, 3éc.agate line. 
Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (@ ©) (49). 
Py ae Svenska Amerikanska Posten. 
wan J. Turnblad, pub. 7/903, 49,057 (:k). 


ges stenars, The Housekeeper; household 
monthly. Actual average 1903, 268,250 (#). 


+4 for 
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Minneapolis, Journal, daily. Journal Print- 
ing Co. 


“The Great Daily 
of the Great Northwest.” 


During February THE MINNEAPOLIS JOURNAL 
made another great record—1,359 columns of 
clean advertising in 25 days, against 1,289 columns 
of all kinds of advertising of its nearest competi- 
tor in 25 week days -_ four big Sundays. THE 
MINNEAPOLIS JOURN refused more than 50 
columns of sujectsionabie medica] advertising in 
February. 

During February THE MINNEAPOLIS JOURNAL'S 
daily average circulation was 


63,900 


Most of this went home! THE MINNEA: 
JOURNAL reaches the most homes of all classes 
and is the clean family ~ - pageret ihe! ei a 
west. It is the paper that is prefe 

ers and advertisers alike. it is “The Great Daily 
of the Great Northwest. 


THE JOURNAL 
Goes Home. 


One clean paper in the home is worth five sold 
on the streets—from an advertising standpoint. 


M. LEE STARKE, Manager General Advertising: 
Tribune Building, New York. 
Tribune Building | Chicago. 


Owatonna, Chronicle, 8 semi-w’y. Av. for 
1903, 1,896 (sk). Owatonna's leading newspaper. 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with 
Farmer im Westen, wy. Av. for /903, 


- Paul, Dispatch, dy. Aver. 1903, 58,0 
* present aver BE.@88. 1. PAUL: 3S tap 
ii G NEWSPAPER. Wy aver. 1903, 78,02 


&t. Paul, Globe, daily. Globe Co.. publishers. 
Actual average for 1903, 81,541 (%). First 9 
mos, 1903, 81,529, 


St. Paul, News, dy. Aver. 1902. 80.619 (505) 
First 9 mos. 1903, sworu average 84,081 net. 


St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Si nday 80.986 (506). 


St. Paul, The Farmer, sgri.,s.-mo. Est. 1882- 

ub. 40e, . Th. Shaw, ed. Act. av mo 4 end. 
Feb, 77,861 GR). Act. present ar. 85,000, 

Westlicher Herold. Av. 1905, 22,519(:); Sonn- 


tags Winona, 28,111 (sk); Volksbl. des Westens, 
80.045 (sk) 


*! sup., 
0,500, ri 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512); 1903, 4,044 (%). 


MISSISSIPPI. 


Te Amcrican, daily. In 1902, no issue 
850 (522). I 1903,1,900 copies. 


MISSOURI. 
Joplin, Globe, daily. Average for 1903, 
10,510 (2) (541). E. Katz, Special Agent, N. Y. 
Kansas one, Journal, d'y and w’y. Ave: 
Sor 1903, daily 60,268 (2), weekly 188,725 eH. 
Pay x City, Weeki ar lement Trade J’rn’l. 
Vv. Aug., 02, 9.187 (543). Av. 5 mos. '03, 9,895. 
yp ence City. World, daily. Aver. _ 62.- 
978 (542). First 9 mos. 1903, a sworn, 61,452, 
Mexteo, Apatione Farm and Orchard. 
and hortic.,mo. Actual aa for 1902, une 
(649). Actual aver. Any June, July, 1903, 15,667, 


sine oy 


POLIS | net ci 





oseph, News and Press. Paty over Sor 
1908, rey 418 (%) Last 3 mos. 1903, 85,065. 
a Leuls, Medical Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, 87,950. 
National Farmer and Stock Grower, mo. Av. 
mos. end. Dec., 03, 106,625. 1902, 68,588 (668). 
St. Louisa, Star ~ Actual daily average for 
1903. 64,878 (2 f 


St. Louis, The Woman's M 
Women and home. Lewis Pub. 
age for 1902, Le ty ‘Actual 
fa first 9 mos, in 1903, 1,115.7 
—. er 1903, every ‘issue we guaranteed es cm 


on 00, 060 copies full cox in the id 


MONTANA. 


Anaconda, Standard 
10:80 GE). MONTANA'S BEST NE 0 SPAPER: 
Butte, Inter-Mountain, evening. Actual sworn 
irculation for 1903 10,617 (ck). Guarantee 
largest circulation in State te of Montana. Sworn 
net circulation for January, 1904, aver. 14,185. 


Helena, Record, evening. Record Publishing 
Co. Average ‘or 1903, waa. (%) daily. Aver- 
age for 1903, 6.754 GK) week 


NEBRASKA. 
Lincoln, Daily Star. Actual average for 1093, 
11,165 (2), January, 1904, 1 18,225. 


Lincoln, Deutsch-Amerikan Farmer, weekly 
(590). Actual average for 190: 1903, 158,525(%). 


Lincoln, Freie Presse, weekly (690). Actual 
average for 1903 *159.4000%). 


Lincoln, Nebraska Teache Teacher, monthly. Towne 
& Crabtree, pub. Average for 1903, &, 81 0(%). 


Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, /903,1,800. in 1902, 1,660 (591). 


(maha, Den Danske Pioneer. wy. Sophus F. 
Neble Pub Co. Average for 1902, 28,478 (594). 


Omaha, News, daily. Aver. for 1902, 82.777 
(594). First 9 mos. 1903, sworn aver. 40,055. 


NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript. weekly. 
Towne & Robie. In 1902, no issue less than 8, 400, 


Manchester. are 4 Herb. N. Davison. 
Average for 1902, 7. 

Leith Boone AS Y Rep., 160 Nassau St. 

NEW J SRseY. 

Asbury Park, sere é . L. Kinmonth, pub. 

Actual average 1903, 8, sa 8,592 Cf). In 1902, S.bb6. 

Camden, Daily Courier. Est. 1876. Net aver- 

spree ween ‘or year end. r end. Oct., 03, 6,885 (%). 


Camden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 (*k), sworn. Jan., 1904, 5, 889. 


Hoboken, Observer, daily daily. Actual average 
1902, 18,097 (619); Sept., 1903, 22,751. 


Jeraey City, Evening Journal. Average for 
1903, 19-012. First three t three months 1904, 20.9 4. 


g News. | Evening News Pub. 
NOG (3). Sy 16,291 (2). 


fianky 
GR). 


ine. mantis. 
on ouuan 


Newark, Evenin 
Co. Av. for 1903, dy 


Newmarket. Advertiser-’ Guide, mo. 
Day, publisher. Average for 1903, 5,125 


Red Bank, Pegister, weekly. "st. 1878. Joh 
H. Cook. pe posal 1908, 8, 961 (2). sie 
NEW bragged 

Albany, Journal, evening. Journal Co. 
age for 1903, 16,62% (3) ;Deo December, "08, 12, one. 
Albany. Times Union, ever ton, Establ. 
1856. Average for 1902, 02, 25.204 (6 ony 


inghamton. Evening He Herald, daily. $n “rr 
103, 11,515 (%). First 3 mos. 1904, 18,20: 
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eee’ Even News. Daily average 1903, 
). 


First 3 mos. 1904, 85,949. 
cate Recorder, weekly. Harry Hall , edi- 
tor. 1/903 av., 8,408 (5 (x). Av. last 3 mo’s, 8,566. 
Cortland, Democrat, Fridays. Est. 1840. Aver. 

1903, 2,248 (sf). ‘Only Dem. paper in county. 
Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 


a feet na vitor ae oe nvestigation . 
tuart, N. Y. N. , 1450 Nassau St 


Ithaca. yy ek... ——— Publishing Co. 


Avera Av. for Feb , 1904, 
4.650. Leith ne Siaart Wi ¥. srep., 150 Nassau 8 


Le Roy, Gazette. Est. 1826. Ar. 03, 2, osace). 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 
Newburgh, News, dy. Av. for 1903, 4,187 ~~ 
1,000 more than all other ‘Newb gh pa pers combined. 
New York City. 

American Engineer. my . Van Arsdale, 
pub. Av. 1903, noe = Tie. oe 4,600. 

American machine construc. 
(Also eatery ) tv. 1802 ie. 18,561 (© ©) (670). 

Amerikanische Schweizer uhweizer Zeitung, w da Swiss 
Pub. Co., 62 Trinity pl. Av. for 1902, 15,00: 

& Navy Journal. Est. 1863. Weekly aver. 
i", 7700 9.086 ats). Present siveutstion (March 5) 

422. C. & F.P. Church, 

Baker’s inodens monthly. _ WwW. R. G Co., 
publishers. Actual arerage for 1903, 4, TS0 (x ). 
Average for last three mou ths 1903, 4,790. 

Benziger’s Magazine, famil monthly. Ben- 
7 Bros. Avera rage for 1903, 29,208 (%). Your 

vert re in ziger’s Maga. zine will bring 
because its circulation has 


you ness, 
QUANTITY, CHARACTER, INFLUENCE. 
Benziger’s i thowe tho, a is yan oo cole by yearly sub- 
uw 


Foongle in ee columns 


sorterron and 
very desi iaee of people Advertis- 
tng rates, 26 ae per agate tt ne. 


Cheerful Moments, monthiy. Geo. W. Willis 
Publishing Co. Average for for 1902, 208.888 (687). 


Clipper. weekly (Theatrical). Frank Quee 
Pub. Co., Ltd. Aver. for 1902, 26,844 (© 0) 673). 


Delineator, fashion mo. Butterick Pub. Co., 
td. Est. 1872, Av. 1902, 721,909 (688), Act. av. 
cire'n for 6 months ending June, 1903, 876,987. 


ry Goods, month], Max Jagerhuber, pub- 
ae. Actual tual average for 1903, 86 6 ( * 


El Comercio, mo. . Spanish e export. J. Shep- 
ard Clark Co. Average for 1 for 1902, 5,875 (689). 


Electrical Review. , weekly, Electrical Review 
Pub. Cq. Average for 1903, 6, 1903, 6,885 (%) (OO). 


Elite Styles,monthly. iy, Purely fashion. Actual 
average for 1903, 62. 25 ( *). 


Forward, Forward Association. 
age for 1902, $1. Soy (er) 


Four-Track News, eit. Actual a 
Sor six _ months ing March, 1904, 82,200; 
April edition, 90,000; May edition, 100,000. 


Haberdasher, mo., est. 1881. Actual average for 
£903, 27,166 (:k.) Binders’ 


vit and Post 
a distributed monthly to advertisers. 


ardware, semi-monthly. Average for 1902, 
8,802 (683); rele 1903, 9,581. 
Hardware Magazine, morthly. 
193 no issue lees th than ‘nooo (#). (OO). 
Junior Toilettes, fashion monthiy. Max Jaeger- 
huber, pub. Actual a L average : 1903, $6,540 (*). 
Leslie’s they ony A Magazine, New York. 4 
re oe the past 12 months (1903), 218.- 
4 (ok). nt deerage ¢ circulation 288.278. 
pose Telegraph, dai . daily. Daily Telegraph 
Co., pubs. Average for 1902, 28,228 (668). 


Aver- 


In 


@ (671).- 





Music Trade Review, soate — and art week- 
e Aver. for 1902, 5,452 6 


w Jaen Woman’ iiagsaing. fashions, m’iy. 
New Idea Publishing Co. — stublished 1805. Act- 
ual av. circulation for six months ending Dec , 
1903, 179,500. 


New Thought Magazine, m moved to New York 
City. Average en -- January, 1903, 29,289 
(183). Average ending December, 1903, 104,977, 
sworn. The only peat -H Sor New Thought people. 


Pharmaceutical Era, weekly, pharmacy. D. 0, 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 


Pocket List of Railroad Officials, qly. Railr’d 
& Transp. Av. ’02,17,696 (702); av. 03, 17,992 


Police Chronicle. weekly. Police Chronicle 
Pub, Co. Average for 193, 4, 1903, 4,914 (3). 


Printers’ — meekly. AY A i na) for advertis- 
ers, $5.00 pe’ *, Rowell. Est. 1888. 
Average for i. ‘ib, 11.001 ‘ak). First seven weeks 
1904, actual average 12.092. 


Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (Q@) (680). 


The Central Station, n monthly. H. C. Cuming, 
Jr. Av. for year ending May, i902, 8,488 (687 


The Designer, fashions, . aonthly. aieibeat 
1894. Actual av. circu- 


Fashion Co. Established 
rw ‘or six months ending December, 13, 


The Iron Age, weekly, established 1855 (© ©) 
(676). &#" For more than a generation the lead- 
“ I pmo e pone ag in the hardware, iron, machinery 

Printers’ Ink awarded a sterlin a Sugar 
Bowl to the Iron Age, ' procter we as follow 

warded Nove tend 20, 1901, 
“by Printers’ a the Little 
“ Schoolmaster in the Art of 
“ Adt etiorne, | to The Iron Age, 
“ paper, a, 
an of merits extending over 
iod of ten months, hav- 
the one trade paper in the 
a « Gaited tea’ states of of America that, taken ail in all, 
—s its constituency the best serrice and best 
ves its purpose as — medium Sor communica- 
- “fone with a specified class 


The Ladies’ World, mo., "Sesisiiealih. 
net paid circulation, 1903, 480,155 (3). 


The World. Actual aver. for 1903, Morn., 278,- 
607 (), E’v’g, 857.102 (3k). S’y, 888,650 Ok). 


Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual average for 1903, 61,800 (>). 


Wilshire’s Magazine. Gaylord Wilshire, ed., 
123 EK. 23d St. Act. av. ending Sept , 1902, 46, 000 
(1088). Actual av. first eight mos., 1903. 100,625. 


Average 


Rochester. Case and Comment. mo. Law. Av. 
for 1902. 80,000 (715) ; 4 years’ ane 80.186, 


Perey mg! Gazette, daily. . N, Liecty, 
verage for 1902, 9,097 is). AS average 
= 1903, 11, 628 (3K). 


Syracuse. Evening x Herald, daily. Herald ( 
pub. Aver. 1903, dy.88, 107(%) Sy 88, 496 (CE). 


Utiea. National Electrical Contractor, mo. 
(723). 


Average for 1902, 2.292 


Utiea, Press. daily. Otto A. Meyer. publisher. 
Average for 1903. 14.004 (x). 


Warsaw. Western New Yorker. weekly. Arer- 
age hity, 1903, 8,802 (3). In county of 32,000 with 
no 


Wellaville, Reporter. Oni Only dy. and s.-wy. in 
Co. Av. 1903, dy. 1.184( 2); 8.-t0y., 2,958 (2). 


Whitehall. Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA. 
¢c ‘harlotte, Observer. FP sping Caroli a's fore- 
m newspaper. Act. ay av. 19038, &.5R2 (*). 
oy TOT (26). semt-awy, 8,800 (2k). First three 
| months 1904, 6,578. 
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Raleigh, _— Recorder, weekly. Average 
1903, 8.8 842 Ck 


semen DAKOTA. 
Grand For fe Herald, dy. av. for Feb 1904, 
5,811. Will ir. 800 for r, N. Dakota’s 
S OUEST Da ¥. La Coste & flaxwell, N.Y. Rep. 


By isyr cade Normanden, tay 4 Av. for 1903 
1(%).. Guar. . 6.800 ¢ after March 9th, 1904. 


Wahpeton, Gazette. Aver. 1903. 1,564 ( FD. 
Largest circ. in Richland County. Home prin 


OHIO. 
Akron, Beacon Journal. Aver. 1903, 8,208 (>) 
(150), N.¥., 523 Temple Court. Av. Mar.,’04,9, 125. 


Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8.5 8.558 (782). 


Cineinnati, Enquirer. irer. Established 1842. Daily 
(@@), Sunday (© ©) (761). Beckwith, New York. 


Cincinnatt, oat and pore. monthly. Actual 
he at ). ae ne 


t Em; nt. Aisonce and Ba 
ders’ Int. League o, Mdmerica. WATCH US BROW 


Cincinnati. Phonographic Mawazine 
Phonog. Institute Co. Av. for 1902, 10.10% (764). 


Cincinnati, Trade Review, m’y. aes & 
Highlands. Av. for r 1902, 2.5 2.584 (765 


Cine tafenedl, Times-Star, dy dy. lh Times. 
Star Pub. Co. Act. aver. for 1902, 148,018 (761) 
a average for 1903, 1903, 145,164 (2). 


Cleveland, Current rent Anecdotes (Preachers’ 
Mag.),mo. Av. year ending | ending Dec., 3/, ’03, Sauna 


Cleveland, Plain, Dealer yrry er. 
daily average 1903, 
YW srd ah 


nt Press, daily, democratic. Press 
Printing Co. Actual av. lor 1902, 24,989 (770), 
ayton, News,dy. News Pub. Co. Average 
Pu 16,407 (>). March. 1904. 19,065. 


ig on, Young Catbolic Messe semi- 
yoy! \ Pflaum. Aver. for 1908, 8, BE 125K). 


Sidi Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1. s than 1.680 © for 2 years (783) 


MoacSehd, Foes, “daily-weekly. add 1902, 
4,151. N.Y. office, 523 Tem 523 Temple Court. 


Springfield, Farm and Fireside, agricultural, 
semi-monthly. est. 1877. Actual average for 1902, 
811.220 (800). ve Actual average for first six 
months, 1903, 840, 8% 
ingficld. Press-Re ublic. Aver. 1903.9, 288 
ae Feb. "0s, 8,867. NY. office, 523 Temple Ct. 
Springfield, Woman’s Home Companion, 
honsehold . a, est. 1873. Actual av. for 1902, 


862.666 anon avera ‘or first six 
months, 1903, $85,166. ree 


Toledo, Medical and Surgical Reporter, mo. 
ctual average 1903, 10,088 (%). 
OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020 (sk). 
Guthrie. Oklahoma State Capi 
Aver. for 1903. dy. 20,06 2 Ca wey ee ata (e. 
Year ending July 1, °03, dy. 19,868; wy. 28,119, 


ORBSON. 
Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1992, 1.898 (820). 


Portland, Fyenine Telegram. d 
Sworn cir.’03, 17.648 (3). 


1841. 
yy = 60.459 
mae its %§ daily,’ Sunday, 


(ex, Sun) 
In 02, 16,866 (8%). 


Eertiend. Pacific Miner, semi-mo. Av. y 
ending , 1902, 8,808: first 8 mos. 1903, 4o12. 





PENNSYLVANIA. 


xg eainfente, Centre Democrat, wy. Chas. R 
Kurtz, Pub. Sworn aver. 193, 8,804 (3°. 


Chester, Times, ev’g d y. Av. 1903, 8,187 (sk). 
N, Y. office, 220 Bway. FR. — Mgr. 


Si ee ed dai 
1,848 ‘> Sor 1903, 
January ry, 1904, 190, By 44 446. 
‘or 1903, 11,208 


Erie, Times, daily. Avera v 
“E. ib. E. kalz, Sp. Ag., N. Y. 


(%). Feb. 1904.,18, ies 
etrrrics ze graph, d3 dy. Actual gun aver. 
1903, $6.88 yn . year endin aeore: 
ary, osad. y F.. rage, February, 10,988. 
Philadelphia, ee Medicine, wy- 
for 1902, 19,827 (865). Av. M Av. March, 1903, ieser. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of the ** The we ” for each day in 
the month of March, | 


‘or 1903, 


080% ), daily 





“otal for 27 days, 4,963,593 copies. 
NET AVEKAGE ave MARCH, 


183,837 copies per day 


THE BULLETIN’S circulation figures are net 
damaged, ited free ond returned copies 


eS been «mit 
L. McLEan, Publisber. 

phe sa April 4. been 

THE BULLETIN goes daily aie spose Philadel- 
a homes than any other meaiu 

THE BULLETIN by many thousands the 

largest local circulation of any Philadelphia 
newspaper. 


Philadelphia, Camera, monthly. Frank V. 
Chambers. Average for 1902, 6,74 (71). 


Philadelphia, Farm Journai, mong = Wil- 
mer At«xins n (‘ompany, publishers. ver 
Sor 1903, 544.67 nters’ Ink awa 
the seventh sugar Bowl to aaa with this 


= warded June ae. 1902 by 
* Printers’ Ink, ‘The Litt 
“* Schoolmaster’ in the a of 
“ Advertising, to the Farm 
“Journal. After a canvassing 
mented o, hat, “of a extending over ¢ 
é r7) a year, t - air Onee a 
(those ished in the Unit 
« pronolenced the one that best erposs 
“as au aud ‘or the aoc 
“ral population, ond asan effective and economt- 


ng with them, 
“ through its a vertieing colu — P 


Philadelphia, Pre.s. Av. circ. over 100,000 
daily. Net average for Fo. 1904, 121,061. 


PuReteivhte, Reformed (Church Messen 
w’y. rehst. Areraae for 1903, 8.558 *). 
face a» Samia School Times, woehiy. 


Average for 1902. 815 (869). Average to July 
4, 1903, 108,057, Religious Press Asso., Phila. 
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Chronicle-Telegraph. Aver., 1902, 


Pittabur; 
5 Sworn statement un application, 


67,842 (87! 
Pittsburg, Gazette, d’y and Sun. Aver. a’y 
1902, 60,229 (876). Sworn statem’t on appiication. 


Pittsburg, Lager World, wy. Ar. 1903, 18,- 
088( >). Reaches best pd. class of workmen in U.S. 


Pitteburg, Times, deliv. Wm. H. Seif, pres. 
Average for 1903, 64,648 (3). Average first sir 
months /903, 64,871. 


Scranton, Times, every evg. E. J. Lynett. Ar. 
Sor 1903, 21,604 (%). La Coste & Maxwell, N.Y. 


Warren, Forenixgs Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). Circulates Pa.,N. Y. and O. 


Washington, Reporter, daily. John 1. Stew 
art, gen. mgr. Average for 1902, 5,857 (889). 


Weat Cheater, Local daily. W. H. 
odgson. Average for oon. 15,086 (890). 


ee Dore. Grit. vA rac 
Weekly et paid average 1903, 181.868 (3). 
Smith Thompson, RKeps., New York and Chicano. 


York. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108 (s). 


RHODE ISLAND. 
Providence. Daily Journal. 16,485 (:) (QO), 
Sunday, 19,892 ( »:O@). Eveniny Bulletin 86,- 
886 (2) av. 1903. vidence Journal Co., pubs. 


Weaterly, Sun. Geo. E H. U Utter, pub. Average 
1903, 4.888 (Gk). Only daily in So. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, matey G. P. 
Browne. Aver, /903, no tssue | issue less than 1,759 (2). 
Charleston, Evening Pos Post. Actual dy. 

Sor 1903, 2,842 (%). First 3 mos. ’04, 8,1 
State Co., pablishers. 


ae — emg 
Actual a daily, 6. 568 (#5 semi- 
weekly. 2.018 (ey; gee 7,705 ( First 
3 mos. 1904, daily 7,440, Sunday 8,5 % 


SOUTH DAKOTA. 
Sioux Falis, us Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 
(15). Actual daily aver. for 1903, 8,882 (+). 


TENNESSEE, 


Chattanooga, Southern Fruit Grower, mo. 
Actual average 1903, 17,855 (sk). Rate, 45 cents 
per line. Average for January, 1904,19,177. 


Gallatin, Semi-weekl 
less than 1,850 (923). 


Knoxville, Sentinel, daily. 


9,69 1 (2k). 6 mos, ’03, 10,168, Fev. "0h, Vn 12,278. 
Ww. M. 


America's 


* ead 


News. In 192 no issue 
.rst 6 mos. 1903, 1,425. 


Lewisburg, Tribune. “semi- -weekly. 
Carter. Actual average 1903, 1,201 (+). 


Memphis, Morning News. Actual daily aver- 
age for 1903,1%7,694(:); March, 1904, average 
21,758. 

Nashville, Banner, daiiy. Av. for wear: ending 

1903, 16.078 (%%) Av. for Feb. 4, 21.- 
287. Oniy Nashville d’ d'yeligible to Roll oo realy 


Nashville, Christian Advocate, w’y. 
& Smith. Average for 1902. 14.241 (929) 


Nashvill e, Progressive e Teacher and Southw'n 
School Journal. mo. Av. for 1902, 8,400 (930). 


TEXAS. 


Dallas, Retail Merchant, mo. (formerly Retail 
Grocer and el Julian ‘‘apers, pabiisber. 
Average for 1903, 1,105( %;; March, 1904, 1,215. 


Bigham 





a rald Average for 1903, 
J. P. , ony irect resentative, 
160 Nassau St. New York. bn the latest issue of 

Am vewspa pe: irectory circu- 
lations of the two dail; oi of El Paso, Texas, 
are rated. No one doubts the accuracy of the 
HERALD rating, but it has recently made ap- 
parent that t mh + rating ts fraudulent,— 
PRINT:RS’ INK, July 22, 


La Porte, Chronicle, weekly. G. E. ; eee, 
publisher. Average for 1902, 1,229 (954 


Paris, Aévosnin, dy. W.N. Furey, on Act- 
ual average, 1903, 1,827 GR). 


Sherman, Democrat. Av., 1903, dy., 1,019(: ); 
wy.. 4,250 (sk), Liquor ads excluded. Sol licit 
clean business. 24 years under same managemeit. 


UTAH. 
Ogden, Standard. Wm. Glassman. 
for 1902, daily 4,028, semi weekly 8,0. 


VERMONT. 
Barre, Times, daily. F. FE. Langley. Aver. 1903, 
2,710). Last six months 1903, 2,886. 


Bertingten Free Press. Actual dai aera e 
1903, 66 (36). Circulation examined by Ass’n 
of Amer. Ad. Only Vermont paper examined. 


Burlington, News. Jos. Auld. Actual daily 
aver. 1903, & 046 (3), aver. December 5,886. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 (985): u vily 1903, ete (3); February, 
8,448; March, 9,241 


Richmond, News Leader, jen d evening ex- 
cept Sunday. Pott. average Fi wry 7, 1903, to 
Fe ry 1, 1904, 2,414 (3). °"The largest cir- 
culation between Washington and Atlanta. 


WASHINGTON. 

r. . av. 1903, 12,717 (sk); 
‘et wy., $912 (sf). Aver. 2 mos. 
1904, Dy 14,500; Sy., 17,500; Pa 9,500. S.C. 
Bec! A Bly rep., Tribune Bldg., & Chicago. 


WEST VIRGINIA. 
Parkersburg, Sentinel, nee A R. G. Hornor, 
pub. Average for 1902, 2,804 (1009), 


WISCONSIN. 


Madison, Amerika, weekly. prance Pub- 
lishing Co. Average for 1902 for 1902, 9.496 (1 


Milwaukee, Germania-Abend . dy, Av. for 
year end’g Feb.,'04, 28,876; av. Feb.,’04, 24,808. 

Milwaukee. Journal, daily. Journal Co., pub 
Av. end, Feb., 1903, $8,504 (i). Feb.,/904.81, 742. 

Oshkosh, Northwestern. daily. Average for 
1903, 6,488 (2). 

Racine, Journal, dai'v. Journal Printing Co. 
Average for 1903, 8,702 (2). 

Racine, Wisconsin Agriculturist, weekly. 
Average for 1903, 88,181 (2). First 3 mos. 1904, 
84,720. Adv #2. 10 per inch. 


Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 2,588 (1044). All home print. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher, Average for 1902. &,987 (1051). 
Victoria, Colonist. daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


pemgrsiai assays nee. 


Winnipeg, Free Press. aay on 
rage for 1903, daily, te. oa" CH 
13,90 (>). Daily, larch, 1904, 25, 


Winnipeg. Der Nordwesten,Germanw'y. Av. 
Sor 1903, 9,565 (3), only medium in special flela. 


El Paso, 
8.265 
150 Nassau St. 


ub, Av. 
1 (970). 


Tecome, Ledge 
, 15,615 ( 


eekly. Ar- 
i] _tweeis vs 
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A Roll of Honor—conisu ) 


NOVA SCOTIA, CAN. QUEBEC, CAN. 
Halifax, Herald and Evening Mail. Av.1902,; Montreal, Herald, daily. Est. 1808. Actual 
8,571. Av. 1908, 9,941 (3). March, 1904,15,000. | average for 1903, 22, sis (Gk). 
Montreal, La Presse. Tretie Derthinnme, ub- 
CHE SEAS, CAN. $ venicte | lisher- Actual average dail 0, 0, 
Toronto, Can n Implement an %). Average to Sept. ist, 1908, 75,083 Qi 


Trade,monthly Average for 1903, 5,875 ( 
os Montreal, bn Oe, 6 &wy. Graham 5 Co, Av. 
Toronto, Star, daily. Average for 1903, 20,- | for’02, dy, 55.079, wy. 121. 418 (1093). Sixmos, 
971 (%k). March,1904, 80,658. end. May 31, 03, dy. av. 55,147, wy. 122,157. 








tween the Roll of Honor pages costs . 
$40; ahalf page (1 col.) $20; a quarter 
page (% col.) $10. 


—_- A whole page ad sandwiched be- 


= Such advertisements can be had 
by a publication represented in the 


Roll of Honor, and no other. 
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of the people of the United States are Method 


part of the buying public. It is the largest Prof 
neither poor nor rich, They are average peopl 
You talk to five million sound, sane citizens thn 
three-eighths of a cent a line per thousand. As 


57 Washington Street, 
CHICAGO, ILL. 





he six per cent are taken right out of the best 


@denomination in the country. Methodists are 
eaverage people are the ballast of business. 
e columns of ‘“‘ The Methodists” at the rate of 


150 Fifth Avenue, 
NEW YORK. 
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A JOURNAL FOR ADVERTISERS, 

t@ Issued every Wednesday. Subscription 
price, five dollars a year,in advance. Ten centsa 
copy. Six dollars a hundred. 

ADVERTISING RATES : 

Classified advertisements, Advertising Agents 
and Want A ediums, set in pearl, begin- 
ning with a two-line initial letter, but containing 
no other type larger than pearl, 10 cents a line, 


a page. 

Displayed advertisements 20 cents a line, pearl 

—_ 15 lines to the inch (¢3); 200 lines to the 
Ne 

Ter specified position (if granted), 25 per cent 
additional. 

For position (full page) first on first or last on 


last cover, double price. 
insi f or first advertise- 


— margin, 50 per ue additional. 


time contracts last copy 

when new copy fails to come to han: 
in advunce of day of publication. 

Contracts by the month, quarter or year may 
be bp a pienasect the advertiser, 
and space used or rata. 

Two lines ‘smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 


Be. ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


is repeated 
d one week 


Cuartes J. ZinGG, 
Publisher, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, APRIL 27, 1904. 


DAILY NEWSPAPER INVES- 
TIGATIONS, 


AN OPPORTUNITY FOR BRIGHT AND 
OBSERVANT YOUNG MEN. 











PRINTERS’ INK, in its constant 
desire to improve its service and 
its practical usefulness to adver- 
tisers, is perfecting plans by which 
reports will be furnished in its 
columns regarding newspaper and 
advertising conditions in every 
town in the United States im- 
portant enough to support a daily 
newspaper. One object of these 
investigations is to ascertain to 
what extent the circulation reports 
in the American Newspaper Direc- 
tory are accurate or otherwise and 
the reasons for the inaccuracies, if 
inaccuracies there are. 


* * * 


In connection with this con- 
templated work, which will in- 
terest every advertiser in this 
country, a want ad has had several 
insertions in the New York 
Herald, in Printers’ INK and the 
Philadelphia Evening Bulletin 
want ad columns. 

The replies have been numerous, 


PRINTERS’ INK, 


and from people of exceptional in- 
telligence. In a few cases an ap- 
plicant has suggested that he make 
a trial of the work by preparing a 
report upon conditions in a home 
or nearby town with which he is 
familiar, and which could be done 
without interfering with a present 
employment. In response to such 
suggestions a number of assign- 
ments have been given in order to 
test the ability of the applicant for 
the work he is expected to do if 
he is able to demonstrate his fit- 
ness for further assignments 
throughout the country wherever 
daily newspapers are published. 
There are something more than 
one thousand piaces in the United 
States from which reports upon 
newspaper and advertising condi- 
tions are wanted, and it is hoped 
that the task may be completed in 
twelve months. If it is success- 
fully performed, however, there 
will exist a need for perpetual re- 
newals of investigation to keep up 
with changed conditions. 
* * * 


When the Little Schoolmaster 
had read the scores of applications 
received from the small advertise- 
ment referred to, and when those 
were sifted out which were clearly 
of no account, the difficulty of 
choosing a corps of the right young 
men still remained open. The 
capacity of each remained to be 
made known, for the work is new 
and novel. 

To overcome the difficulty and 
make prompt progress in securing 
the necessary service, the Little 
Schoolmaster now invites parties 
who think they are qualified to do 
the work hereafter mentioned, to 
make a trial effort to prove their 
capacity and understanding of the 
service required by sending in a 
report of the daily paper conditions 
in the point nearest where they are 
now residing. To do this will not 
interfere with present occupations, 
and if the report is acceptable it 
will be paid for at space rates and 
may be the means of securing 
further well-paid assignments or a 
permanent position. To prevent 
duplication it may be well enough 
to send word in advance of an in- 
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tention to deal with a specified 
place, so that the assignment may 
not be given meanwhile to some 
other person. 
* * * 

PrinTeRS’ INK has in the past 
often been the making of a young 
man’s future, and here is perhaps 
a better opportunity than any yet 
offered. It is not to be expected 
that the report first submitted will 
be in every respect exactly what 
it should be, but it is reasonable 
to believe that it will to some ex- 
tent reveal the ability, tact and ob- 
servation power of the writer. As 
this office is well posted in general 
upon matters pertaining to news- 
papers, writers will not only be 
judged with fairness, but will be 
quickly detected if they don’t know 
what they are talking about or are 
inclined to fake or to exhibit local 
prejudices or partiality. What is 
wanted is truth, truth, cold facts, 
tersely stated. 

* * * 


The essential qualities of a 
young man who likes to make use 
of the opportunity offered are in- 
tegrity of purpose, good judgment, 
power of observation, ability to 
listen and put in writing what he 
has heard, observed or had im- 
pressed upon him. Good educa- 
tion, gentlemanly conduct, diplo- 
matic, tactful, but straightforward 
procedure, industry and alertness 
are also prime factors if one is to 
make a business success of the 
proposed occupation. 


* * * 


What now follows is not an 
exact programme of what ought 
to be done, but merely an outline 
plan of the general scope of a: re- 
porter’s duties. These remarks 
are largely advisory; they may 
apply in some cases, in others not; 
they may have to be modified .or 
enlarged upon as the conditions 
require. 

* * * 


As already stated, reports are 
wanted from every place in which 
one or more daily papers are pub- 
lished. The logical tributary ter- 
ritory and sphere of influence and 
interest should be specified. What 


papers from the outside come into 
their field should be definitely 
stated and the comparative foot- 
hold gained by each should be 
made known. 

* * x 


It is important to gather and 
specify the strong points about 
each paper investigated, its quality 
as well as quantity of circulation; 
the character of the people each 
paper chiefly reaches; the money- 
earning capacity of these. Men- 
tion should be made of the fac- 
tories and industries centered in 
adjacent localities. To ascertain 
approximately how much wages 
are paid out in a month or a year 
is also a good point. 

If the locality is one of special 
commercial or geographical im- 
portance the facts that make it so 
ought to be mentioned, in fact 
everything which throws light on 
the conditions and _ purchasing 
power of the constituency of each 


daily. 
* * 


Other points of probable in- 
terest to an advertiser should be 
carefully and accurately gathered. 
The reporter should call upon the 
publisher of the paper, go over 
with him the matter of circulation. 
He should ask whether he makes 
a statement to Rowell’s American 
Newspaper Directory, and if he 
does not, should ascertain why not. 
Particular attention should be 
called to the rating which this 
Directory accords to the paper un- 
der investigation, and to the pub- 
lisher’s views of the rating which 
the editor of the American News- 
paper Directory has accorded his 
paper. Note his complaints, if any 
are made, and especially his sug- 
gestions for a remedy. If the pub- 
lisher has in his office a number 
of directories, discuss with him the 
comparative merits of each and 
report the opinion he expresses. 


* * * 


A reporter should not advise or 
criticise a publisher for doing, or 
not doing, one thing or another, 
but ascertain the facts and accu- 
rately report the facts given to him. 
If he strikes a publisher who as- 
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serts that Rowell’s American 
Newspaper Directory is a black- 
mailing institution he should write 
that down also and learn, if pos- 
sible, how he obtained the impres- 
sion and try to decide to what 
extent the views are or are not 
well founded. 

The reporter should also bear 
in mind that most good daily pa- 
pers have strong talking points 
which greatly interest advertisers, 
though the publisher himself may 
neglect to make them known and 
may even be ignorant of their 
value. Such points come to the 
surface in conversation and should 
be noted. Many daily newspapers 
could obtain much more new busi- 
ness if the advertisers of the coun- 
try were informed and reminded 
of the excellent propositions they 
have to offer. 

* + * 


The reporter will also be par- 
ticular to specify which paper ap- 
pears to be the leading Want Ad 
medium—that is, which carries the 
most small advertisements. PriNntT- 
ERS’ INK has always held that the 
Want Ad medium is closer to the 
hearts of the people than any other 
paper, that it is certain to be the 
most prosperous paper and of a 
distinct value to advertisers. <A 
glance at the average issues will 
quickly reveal that, even in me- 
tropolitan cities, one or two papers 
carry the great mass of these little 
announcements. 


* * * 


Conversation with advertising 
managers or proprietors of large 
as well as small stores, and other 
parties who are local advertisers 
and can supply opinions regarding 
circulation and results which they 
think they receive from one paper 
or another should be reported. 
Here the reporter must have in 
mind quantitv as well as quality 
of circulation. Opinions from 
leading or humble citizens, espe- 
cially of women, may be of value, 
and though not conclusive, yet be 
worth stating. 

About two dozen reports, that 
are fairly satisfactory in charac- 
ter, have appeared in recent issues 
of Printers’ INK and may be re- 


ferred to as examples of about 
what is wanted. 
+ 


* 


Those she are in earnest may 
address the Publisher of Prrnt- 
ERS’ INK, 10 Spruce street, New 
York. 


a. 

Mr. M. Lee STARKE announces 
that he ceases to represent the 
Newark, N. J., News on May 1. 


A PETITION in bankruptcy has 
been filed against Vanity Fair, the 
illustrated weekly published by 
the Commonwealth Publishing 
Co., 110 West Forty- second street, 


New York. Biakely Hall is presi- 


dent of the concern. 


Juvce Hott, of the United 
States District Court, vacated 
the recently appointed receivership 
for the Broadway Magazine on 
April 16. The assets and plant 
have accordingly heen turned over 
again to the publishers. 


THE photographic fashion plates 
in a spring style book from the 
MacCarthy Tailoring Co., Omaha, 
are agreeably lacking in the saintly 
smugness of the Gibsonesque men’s 
fashion figure, and the booklet 
contains a preface that goes right 
to the heart of the clothes question. 


THE “Yellow Store” is an oddly 
named retail establishment at Fi- 
field, Wis., conducted by H. L. 
Marshall. The name may not be 
beautiful, considering the color of 
journalism it brings to mind, but it 
is certainly distinctive, and the pro- 
prietor carries out the idea by issu- 
ing all advertising matter on yel- 
low paper. The place recently com- 
pleted its third month of business, 
and to mark the event a “three-for- 
a-quarter” sale was advertised. The 
leading idea was strong, and well 
carried out in offerings. Mr. Mar- 
shall savs that in three months his 
“yellow store” has become a house- 
hold word throughout his county. 


My three months’ trial. subscrip- 
tion to Printers’ INK has made 
me very enthusiastic about the 
Little Schoolmaster, and when this 
subscription expires I shall at 
once subscribe for a year.—Ber- 
tram Alvin Root, Vicksburg, Miss. 
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Tue daily average circulation of 
the Saginaw, Mich, Courier- 
Herald during 1903 was 8,233 
copies, according to a statement 
submitted for the 1904 issue of 
the American Newspaper Direc- 
tory. The present circulation is 
claimed to be in excess of 9,500 
copies daily. Such facts would 
look well if substantiated in the 
Roll of Honor. 


THE United States Supreme 
Court has decided that the paper- 
covered libraries formerly entered 
for second-class mail privilege are 
not true periodicals, and therefore 
not entitled to be carried at a cent 
a pound. The decisiop was given 
upon the “Riverside Library” case 
of Houghton, Mifflin & Co., Bos- 
ton, which has been fought in the 
courts the past two years. 


Tue Evening Gazette, of Bur- 
lington, Iowa, reports that it has 
been forced as a result of its 
rapidly increasing circulation to 
install a new press. The order 
has been given to the Goss Print- 
ing Press Co., and they are now 
building for this publication a 
“Helix,” two-deck, Goss straight 
line, which has a capacity of 25,000 
an hour. It will be in operation 
June 1. 


Tue Advertising Student is a 
new monthly journal “devoted to 
the interests of those who wish to 
learn about advertising.” Pub- 
lished by the Chicago College of 
Advertising, it will discuss ele- 
mentary advertising matters likely 
to interest those studying the in- 
stitution’s course. Considerable 
space in the first number is given 
up to portraits and letters from 
successful students. 


A New trading stamp plan is 
that of the Theater Ticket Stamp 
Co., 101 West Forty-second street, 
New York. Instead of merchan- 
dise this company’s stamps are re- 
deemed in tickets for New York 
theaters. A little publication 
called the Theater Ticket Stamp 
Bulletin sets the proposition be- 
fore housewives and applies the 
axe to other trading stamp 
schemes in a way that conyinces. 


THE advertising fence around 
New York’s future public library 
has a counterpart in London, where 
a billposting firm has erected a sta- 
tion near the famous Church of St. 
Mary-le-Bow, the masterpiece of 
Sir -Christopher Wren. The city 
of London is powerless to order 
this station removed, but several 
societies that look into such mat- 
ters are making vigorous protests. 


THE newspaper-reading public 
nowadays looks for something 
more than mere “news” in its jour- 
nals. The purchase and sale of 
commodities are among the most 
important events of everyday life. 
Therefore the wise merchant tells 
the public what he wants to sell, 
and there is no better way to con- 
vey this information than by daily 
advertising. To be sure, his “news” 
does not come by cable, telegraph 
or over the editor’s desk, but it is 
very important news all the same. 


THE new Evening Herald, es- 
tablished at Rome, Ga., by B. F 
Holder, Jr., appeared on St. Pat- 
rick’s Day, and the publisher as- 
serts that 2,000 copies will be print- 
ed daily the first month. He says 
that a subscription list of 600 
names had been secured before be- 
ginning publication. The new 
daily is eight pages, with from 
twelve to twenty pages on Satur- 
day. A linotype, Hoe press and 
folding machinery have been in- 
stalled. 


THE loose advertising “inset” 
familiar to those who receive Eng- 
lish magazines seems to be a prime 
favorite with the British advertiser. 
These are simply circulars, of all 
sizes and colors, and usually of an 
inferior sort so far as printing is 
concerned, loosely placed between 
the leaves of periodicals. A slight- 
ly better form of service is the “in- 
set” fastened in the magazine by 
stitching. These systemless adver- 
tisements are thought to be re- 
sponsible for the smaller volume of 
advertising carried by British mag- 
azines, and one London publisher, 
Mrs. Ada S. Ballin, has announced 
that no more will hereafter be ac- 
cepted for her publications. 


‘ 
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FoLLow1Nc the Pettingill failure, 
the creditors of the Dr. Greene 
Nervura Co., Boston, have at- 
tached that concern. The com- 
pany was held to be responsible 
for the failure of the Pettingill 
agency. Its capital stock is $2,- 
800,000, and the assets are reported 
to be in the neighborhood of 
$300,000, consisting chiefly of bills 
due, patent rights and good will. 


SOMETHING more than a year 
ago the Times and Dispatch, Rich- 
mond, Va., were consolidated. 
Since then the Times-Dispatch has 
materially gained in circulation, 
according to the statements of the 
publishers, despite the fact that 
the consolidation called for the 
e:imination of duplicated circula- 


tion. A recent folder states that C 


the daily average for February, 
this year, was 20,558, against 
18,103 for last year. 


Otto A. MEvER, publisher of the 
Utica Press, has just placed an 
order with R. Hoe & Co. for one 
of their latest improved quadruple 
presses, with a capacity of print- 
ing 48,000 complete papers per 
hour. The Press is also planning 
a new building, as it has outgrown 
its present quarters. The Utica 
Press asserts that it has the repu- 
tation of covering its territory 
more completely than any daily in 
Central New York, and to deliver 
over 90 per cent of its circulation 
directly into homes. 


Francisco Bulletin 
issues a folder with a list of 143 
local advertisers, showing just 
what papers are used by each in 
that city. The Bulletin is used by 
118, the Examiner by to1, the 
Chronicle by eighty-five and the 
Call by seventy-five, according to 
the Bulletin’s showing. Advertis- 
ers who use a single paper number 
thirty-four, of which thirty use the 
Bulletin, three the Examiner and 
one the Chronicle. During March 
the Bulletin printed 13,600 inches 
of display advertising, a gain of 
more than 3,000 inches over last 
year. Its average circulation for 
March is stated to be 55,386 daily. 
The Bulletin is in the Roll of 
Honor. 


THE San 


THe Evening Telegram, Law. 
rence, Mass., has moved into its 
new four-story building, with the 
usual accompaniments of new web 
press and mechanical plant. The 
Telegram is owned by John N, 
Cole, who since 1896 has made a 
profitable newspaper out of a rem- 
nant bought at an assignee’s sale, 
The circulation of the paper for 
1902, as stated in the Roll of 
Honor, was 6,701 copies daily. No 
other daily in Lawrence states its 
circulation in figures to the 1903 
American Newspaper Directory. 


Tue Aeolian Company has been 
formed into a $10,000,000 corpora- 
tion, occupying practically all of 
the twelve-story building at 362 
and 364 Fifth avenue, New York. 
. M. Tremaine, formerly in 
charge of the advertising, is now 
the vice-president of the company, 
and John Irving Romer has been 
appointed i 
The various articles now adver- 
tised by this company are: The 
Pianola, Metrostyle, Orchestrelle, 
Weber Pianos, Stuyvesant Pianos, 
and Wheelock Pianos. An adver- 
tising campaign will also be started 
shortly in the interest of the Pia- 
nola Piano, an instrument which 
combines an upright piano and a 
Pianola in a single, compact case. 
Only the best mediums will be 
used. 

“I HAVEN’T missed reading a 
number of Printers’ INK in five 
years. It gives me ideas that I 
could not get along without in my 
daily work. From the experiences 
of all sorts of advertisers set forth 
regularly in the Little School- 
master I get an insight into the 
methods of advertisers and _ the 
way they regard mediums. That 
helps me approach them and gain 
interest for my own papers. But 
the greatest value of PRINTERS’ 
INK is that it enables me to devise 
a definite plan for the advertiser 
after he has ‘become interested, and 
to make his space pay him after 
the contract is signed.”—H. 
Thalheimer, New York represew 
tative of the Boston Herald and 
Baltimore Herald, World Build- 
ing, New York City. 
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Mr. BILtson sends out the state- 
ment that the average daily cir- 
culation of the Detroit Evening 
News during the first three months 
of this year was 104,248, as against 
94,203 for the same. period of last 
year. The paper claims a greater 
circulation in proportion to the 
population of its home city than 
any other paper in the United 
States. The Detroit Tribune states 
that its daily average during Jan- 
vary, February and March was 
23,018, with 61,103 for the Sunday 
News-Tribune. 





Tue second edition of M. Lee 
Starke’s directory of special agents 
is out—a handsome little thirty-six 
page pocket volume containing a 
list of all the special representa- 
tives in New York City, with their 
mediums, and a list of the papers 
ranged geographically, with their 
representatives. The book covers 
the daily papers of the United 
States and Canada. Mr. Starke 
publishes this directory every six 
months and mails it, with the com- 
pliments of his six papers, to 1.500 
advertisers and agents in the East. 
There is nothing else that gives 
this information, and the directory 
is invaluable on that account. In 
subsequent editions it might be en- 
larged to include the special agents 
of Chicago. 





Marcu was a banner month for 
the Boston Post. The daily edi- 
tion averaged 206,924 copies, ac- 
cording to the publisher’s state- 
ment, a gain of nearly 40,000 over 
last year. The Sunday Post aver- 


. aged 181,850 for the month, a gain 


of more than 32,000 copies. Dur- 
ing the month the Post used $34,- 
184 worth of white paper. An in- 
teresting suit was recently brought 
in Boston against a local advertis- 
ing agency. The King Chemical 
Co., of Boston, claimed damages 
through failure of the agency to 
insert its ad in the Sunday Post 
of January 31. The ad, exploiting 
soap, would have cost $22.50 if 
printed, but the plaintiffs claim 
that they were damaged to the 
extent of $125, the additional 
$102.50 representing the profit the 
advertiser expected from the ad. 
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Mr, MERRITT M. DAYTON has re- 
signed his position as business man- 
ager of the Ithaca daily and weekly 
ews. Mr, Frank E. Gannett, man- 
aging editor of the Vews, succeeds him 
as general manager of the Ithaca Pub- 
lishing Company. Mr. Dayton was the 
founder of the Vews, and his constant 
close application to business had un- 
dermined his health. 





THE fortieth anniversary of the 
Travelers’ Insurance Company was 
celebrated in its home city, Hart- 
ford, Conn., on April 5. This 
company began business in 1864, 
and was the pioneer accident 
company in this country. The 
first premium received was two 


cents for a policy on the per- 
son of a man named James 
Bolter, the risk being assumed 


while he was traveling  be- 
tween the Hartford post office and 
his home in that city. To-day the 
Travelers’ is the largest accident 
company in the world. Much of 
its success was due to the work of 
its late president, James G. Bat- 
terson, who died in t1go1. The 
present executive is Sylvester C. 
Dunham. The company has long 
advertised in the magazines, and 
was one of the first insurance con- 
cerns to make use of this form of 
publicity. 


THEATER managers of New York 
City formed an association several 
months ago, with Heinrich Con- 
ried as president, and have now 
taken steps to do away with all 
forms of advertising paid for in 
free theater tickets. The offensive 
ash-barrel “snipe” and the win- 
dow lithograph will be abolished 
after August 1, 1904. It is said 
that by this action the managers 
will save money. The chief de- 
pendence of the theaters hereafter 
will be newspaper advertising and 
posters on protected billboards. 
Advertising tickets have long been 
the prey of ticket scalpers, who 
buy them at half face value and 
sell them again below the box 
office price. There has been a 
good deal of traffic in stoien 
tickets, and the methods of adver- 
tising that were formerly neces- 
sary to a theater have now simply 
degenerated into an abuse. 
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CaLkins & HOLDEN, 1135 Broad- 
way, have arranged to open an 
office in Chicago in charge of Chas. 
F. Higham, late with Frederick 
Loeser & Co., the Brooklyn de- 
partment store. 


IT is long since PRINTER’s INK has 
perused a more interesting paper than 
Mr. U. K. Pettingill’s “ Word to Old 
Friends.” It is a manly paper. Every 
statement it contains is true. Since 
the Pettingill failure it has been a rare 
thing to hear an unkind wish or 
thought expressed concerning U. K. 
Pettingill. It will be found that he 
has more friends than he expects, He 
announces a wish to continue in the 
business which has been his own and 
his father’s for more than fifty years. 
There was never a cleaner advertising 
agency; never one that had more gen- 
eral respect and good will; never one 
that deserved better of the news- 
papers. The single error that brought 
defeat is irretrievable; the loss must 
be submitted to; there is no help for 
it. It will be well to wipe clean the 
slate and begin anew. If treated with 
kindly consideration, the new agency 
of U. K. Pettingill will be found one 
of the safest and most satisfactory to 
to do business with of any that exists 
to-day. 


THE May Delineator has an inter- 
esting four-page advertisement of 
the well-known Dueber - Ha:noden 


Watches. The cost of this space was 
$6,800, and Mr. Balmer believes that 
this is the largest sum of money ever 
paid by an advertiser for a single in- 
sertion in black and white in any mag- 
azine. If the Little Schoolmaster’s 
memory serves, Frank Presbrey in- 
serted a thirty-two page advertisement 
of the North German Lloyd in Har- 
pers Magazine for January, 1899, at a 
cost of $8,000, Apart from all record- 
breaking considerations, however, the 
fact remains that in the De/ineator a 
four-page story is told to a clientele 
that gives about five readers for two- 
thirds of a cent, which is undoubtedly 
more readers than Mr. Presbrey got 
for his money. The page advertise- 
ment of the Butterick Trio, appearing 
monthly in PRINTERS’ INK, has con- 
tinually preached the value of large 
space, and Mr. Balmer says that it will 
continue to do so. He looks upon the 
Dueber-Hampden Watch Company’s 
large announcement as evidence that 
this seed has fallen on fertile ground, 


ADVERTISING iS a constructive 
force, and cannot be used effectiye. 


ly to tear down the other fellow’s, 


business. 


Tue Ad Club of Western New 
York held its third dinner at the 
Lenox, Buffalo, on April 9. Forty. 
three persons were present. John 
Lee Mahin, Chicago, spoke on 
“Advertising a Science,” and “The 
Principles of Design” were treated 
by Frederick F. Helmer, of Lock- 
port, N. Y. The club now has 
thirty-one members in Buffalo, 
twenty-six in Rochester and others 
scattered through Le Roy, West- 
field, Niagara Falls, Lockport and 
Ripley. It also has associate mem- 
bers among the advertising men 
of New York, Boston, Philadel- 
phia, Chicago and other advertis- 
ing centers. Articles of incorpora- 
tion have been filed, and the east- 
ern limit of active membership 
has been extended to Syracuse in- 
stead of Rochester. Advertising 
men who wish to become members 
are requested to address E. T. 
Welch, of the Welch Grape Juice 
Co., Westfield, N. Y. 

Proors of a series of flour ads 
that are “making good” are sub- 
mitted by W. P. Bottolfson, sales 
promotion man of the Bay State 
Milling Co., Winona, Minn. Two 
and three columns wide, with 
plenty of white space and attrac- 
tive drawings, their force seems to 
lie in convincing talks about the 
selection of wheat, cleanliness, 
modern processes of handling and 
milling, the quality of the finished 


product and its economy as a flour ' 


that makes good bread and larger 
quantities per pound. Ever and 
anon some advertising man forgets 
the days of his youth and rises to 
say that all flour is exactly alike, 
because wheat is wheat and all the 
millers have practically the same 
machinery. But it isn’t, by a long 
shot. Women are always on a 
hunt for the best brand of flour. 
There are vast differences in 
quality. Advertising like this 
campaign of the Bay State Milling 
Co. leads them in the right direc- 
tion, and ought to “make good” as 
a matter of course, 
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HoucutTon, Mirriin & Co. sold 
1,000 copies of the April number 
of the Atlantic Monthly to the 
National Cash Register Co., of 
Dayton, Ohio. The occasion of 
this transaction was an article ap- 
pearing in that issue by Mr. George 
W. Alger, entitled “Moral Over- 
strain.” These 1,000 copies are to 
be distributed among agents and 
the more responsible employees of 
the company. The article in ques- 
tion is one of a series of essays on 
advertising and other commercial 
topics, which have been appearing 
in the Atlantic since January 1, 


1904. 


A UNIQUE newspaper is_ the 
Daily Christian Advocate, pub- 
lished one month every four years 
at the general conferences of the 
Methodist Episcopal Church. This 
general conference is to be held 
in May at Los Angeles, and the 
newspaper will be printed on the 
presses of the Times-Mirror, that 
city. The Daily Christian Advo- 
cate was established as a feature 
of the conferences in 1848, accord- 
ing to A. E. Dunn, who describes 
it in Pacific Coast Advertising. 
Heretofore only a faithful steno- 
graphic report of proceedings has 
been printed, but this year there 
will be added general church news, 
with illustrations. About twenty- 
six issues are published, each con- 
taining sixteen pages. The editors 
are gathered from all branches 
of the Methodist Church, and 
the paper is not only read by those 
attending the conference, but it is 
said to have a world-wide cir- 
culation, many of the 3,000,000 
Methodists in this country sub- 
scribing in advance. 
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Last winter was a holy terror 
to roofs, leaders, gutters, paint and 
exposed portions of houses gener- 
ally. Hossack Bros., Brooklyn, 
specialists im repairing such things, 
issue a pithy folder of “Spring- 
time Suggestions,” calling atten- 
tion to the fact that a little tinker- 
ing right now will save stiff bills 
later. 

Words have a peculiar effect on 
the appetite. Very often a man 
doesn’t realize how hungry he is 
until he hears some one talk about 
food, or reads in a novel that the 
hero drew up his chair and attack- 
ed the crisp roast turkey, with 
savory dressing, flanked by steam- 
ing potatoes, thick brown gravy 
and great slices of home-made 
bread. “Turkey” appears to have 
little suggestion—or is it appercep- 
tion? But “crisp roast turkey” 
has. The suggestion seems to lie 
in words like “savory,” “pungent,” 
“relish,” “zest,” etc. This fact is 
put to very good use by the Little 
Hotel Wilmot, Philadelphia. Each 
day Mr. Ryerson W. Jennings 
prints at the foot of his bill of 
fare two or three little notes, pro- 
phesying the events of the next 
day’s bill: 

To-morrow: That bully clam chowder. 
Some good fish—haven’t bought ’em yet. 
Those lobster cutlets, crumbed and fried 
like a Finelli oyster. Come to-morrow! 

The things on the bill of fare to mor- 
row are worth coming for, even if it is 
a little out of the way. Irish stew, 
with peas, good enough for King Ed- 
ward. Those small Maryland hams, 
baked with browned sweet potatoes to- 
morrow also. 

No; we don’t make those apple 
strudels! They are from Rohner’s Deli- 
catessen Shop, Fifth and Race. By the 
way, there is not in this country, even, 
an establishment of this kind so good 
as Rohner’s. 





36 Address all 


2 of PRINTERS’ 





correspondence, 
payments, orders and copy for 
@@ advertisements in PRINTERS’ 
INK to the Business Manager 


INK. 











PRINTERS’ INK. 


Ernest Etmo CALkKIns delivered 
a lecture on advertising before the 
students of the commercial depart- 
ment of the New Haven High 
School on March 18. 


“Tue Art of Winning Out in 
Mail Order Advertising” is a direct 
little book that will interest any- 
body at all interested in the field 
it treats. The author is W. F. 
Barrett, advertising manager of 
Cheerful Moments, New York, and 
the publishers of that mail order 
monthly send it out with the pa- 
per’s compliments. Some of the 
chapter heads not only indicate 
contents, but are good advertising 
principles as well: 

Use only typical, standard mail order 
monthlies. 

Don’t condemn a mail order paper be- 
cause it doesn’t appeal to you. 

Be timely; key all ads; try out the 
“schemes.” . 

Success increases as space increases. 

Depend on literature rather than the 
ad to bring large sales. 

Big catalogues pay. 

Buy right; keep your successes mum. 

Mail order profits go to the adver- 
tiser, not to the landlord as rent or 
bonus for location. 


Hart, ScCHAFFNER & Marx, the 
Chicago clothing manufacturers, 
have offered through the Universi- 
ty of Chicago four cash prizes ag- 
gregating $2,000 for economic es- 
says on any of the following sub- 
jects: 1. The causes and extent of 
the recent industrial progress of 
Germany. 2. To what is the recent 
growth of American competition in 
the markets of Europe to be at- 
tributed? 3. The influence of in- 
dustrial combinations upon the 
condition of the American laborer. 
4. The economic advantages of 
present colonial possessions to the 
mother country. 5. The causes of 
the panic of 1893. 6. What forms 
of education should be advised for 
the elevation of wage-earners from 
a lower to a higher industrial sta- 
tus in the United States? 7. What 
method of education is best suited 
for men entering upon trade and 
commerce? The competition is re- 
stricted to undergraduates of Am- 
erican colleges or those who have 
received a degree in the past ten 
years. Essays are to be submitted 
before June 1 to J. Laurence 
Laughlin, University of Chicago. 


__ FREQUENTLY I have been asked 
if too much freedom of the press 
exists in this country; if cartoons 
should be restricted, or entirely 
eliminated and if the “snap-shot 
fiend” should be entirely and per- 
manently suppressed. Regarding 
all this I think the matter, like 
many matters, adjusts and regu- 
lates itself. Cartoons ridicule, 
abuse and praise, and from my 
own experience at the hands of the 
cartoonist, and also judging from 
cartoons of other public men, | 
think that in the long run the man 
who is cartooned gets just about 
what he is entitled to. I have 
probably been cartooned about as 
much as any other public man. 
Some of these cartoons have 
pleased me and others have an- 
noyed me, but I make it a rule to 
never go to bed when I am an- 
noyed at anything. The cartoon 
is, in the newspaper vernacular, a 
“picture” and the “picture” is 
largely responsible for the immense 
circulations that our leading Am- 
erican papers and magazines have 
attained. Were it not for the il- 
lustrations, many publications 
would not have succeeded. They 
seem to have been the one thing, 
or one of the features that have 
led on to success. It seems to me 
that the success of a publication— 
other things being equal—depends 
upon its finding and securing and 
keeping that constituency which .is 
not only most valuable to it but 
which its success actually depends 
upon. Many publications have 
started with ample “packing,” but 
have failed. Others have begun 
modestly and have succeeded re- 
markably. The latter have found 
their field or their constituency and 
have shaped their policy to the 
essential conditions. It seems to 
me that the establishment and the 
conduct of a publication are sim- 
ilar to those of a railroad. News- 
papers in this country are superior 
to those abroad. This is because 
the public, the purchasers, de- 
mand, appreciate and patronize 
those papers that most satisfac- 
torily cater to their desires. I 
think the advertisements of Am- 
erican advertisers lead the world 
in attractiveness, and, of course, 
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in strength. Very many industries, 
and especially many individual en- 
terprises, would not be successful 
were it not for advertising. Espe- 
cially is this true of life insurance 
companies. The general passenger 
agents of the large railways are, 
in my estimation, the best of ad- 
yertising men. Railroad adver- 
tising has undergone a marvelous 
improvement + within a few years. 
An attractive advertisement al- 
ways appeals to me, no matter 
whether it be in a newspaper, 
magazine or in a car or on a bill- 
board. I am impressed by an ef- 
fectively worded announcement, 
aud am tempted to purchase the 
advertised article. Book announce- 
ments are particularly seductive. 
Of the advertisements of various 
articles, those of books, food pro- 
ducts and patent medicines seem 
to me to be the most skillfully 
prepared, as well as the most for- 
cible. The religious papers I think 
are good mediums. Many people 
advance the theory that the rank 
and file of religious people have 


not money to spend—that most 


churches are supported by the 
wealthy few. This may possibly 
be true, but it seems to me that 
any one who has the money to 
pay for a subscription to a religi- 
ous paper has sufficient money to 
purchase general commodities. 
The argument that newspapers are 
borrowed, that is in rural sections, 
does not apply to religious papers, 
although it may have applied to 
the so-called “country weekly” 
years ago. And that suggests the 
good old weekly newspaper. I am 
about as busy as most men, but 
every week I get the weekly paper 
from my home town, Peekskill, 
and I read the entire paper from 
end to end.—Senator Chauncey 
M. Depew, in Judicious Adver- 
tising for April, 1904. 


Mr. Georce N. Kouw, the local 
advertising solicitor for the Co- 
lumbia, S. C., The State, electrified 
the proprietor of that paper one 
day not long ago by telling him 
that the announcement in the Roll 
of Honor in Printers’ INK proved 
a valuable assistance to him in his 
local work. 
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ADWRITERS SHOULD SPE- 
CIALIZE. 


LockEssurG, ArK., April 9, 1904. 
Editor of Printers’ INK: 

Having been for years a pupil of the 
Little Schoolmaster, I beg to confess 
my indebtedness to Printers’ Ink for 
the most practical and useful instruc- 
tion on modern publicity to be obtained 
anywhere. I take a number of trade 
journals of various classes—including 
advertising, legal, lumbering and real 
estate publications, but none of them 
can compare in virility and intrinsic 
worth with PRINTERS’ INK. 

I have met with signal success within 
the past few months in advertising the 
Abstract of Title business, my “copy” 
having been commended by competent 
critics; and I am contemplating offer- 
ing my services to the trade in this line 
exclusively, and would like to have your 
opinion whether there is a reasonable 
demand for such work. Do you know 
of an advertising specialist who devotes 
himself to title publicity? I see spe- 
cialists are succeeding with bank and 
trust advertising exclusively, and others 
with laundry and other special lines, 
and it would seem that there is room 
for one in my line. 

By way of qualification for this line 
of work, I will say that I have had 
several years’ experience with every 
detaii of the work of making abstracts 
of title, and with the promoting and 
business management of an _ abstract 
company; have been a practicing at- 
torney for seven years, and am a prac- 
tical printer. 

Your judgment will have great weight 
with me in deciding the question of 
undertaking this work, and will be 
highly appreciated, whether favorable 
te the proposition or not. 

Yours very truly, 
Gro. VAUGHAN. 


The classified ads of the Little 
Schoolmaster pay, and pay well, 
to the advertiser who tells the right 
story. Yet, when he counts words, 
poorly connects his announcement 
and simply succeeds in inserting a 
few lines of almost blind copy, 
what can he expect? True, an ad 
should be short and concise, but it 
must be explicit enough to convey 
to the reader’s mind clearly what 
is offered. Ten dollars pay for a 
hundred line classified ad. Suppose 
you left half an inch blank space 
on top and bottom, you could still 
tell an important, complete mes- 
sage. Ad constructors and novelty 
dealers often run very poor copy 
in the Little Schoolmaster. Their 
advertisements are too vague, too 
general, instead of giving special 
information of special services. 

The readers of Printers’ INK 
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are practical business men, who 
like to know clearly what is of- 
fered. If they can’t get it from 
the advertisement itself they don’t 
go to the trouble to write and find 
out. The writer’s ‘phone rings of- 
ten with the inquiry, What special- 
ist can you recommend. for this or 
that one thing in particular? They 
ask for a man who is an expert in 
mail order booklets, an expert in 
educational or financial adwriting, 
or a party who can write on me- 
chanical subjects, and many others. 

He always likes to recommend 
his own advertisers, but he is so 
handicapped by the lack of infor- 
mation that their ads generally 
convey that he must often name 
somebody .else. Adwriters should 
specialize. Don’t simply say: “I 
write all kinds of ads, booklets, 
circulars, etc.” Name the special 
features where you are strong. 
Classified advertisements in PRINT- 
ERS’ INK pay if the ads are right 
and the advertiser can “make 
good.” 


—_ +o 
THE PENSACOLA JOURNAL. 
Pensacoia, Fia., April 12, 1904. 
Editor of Printers’ INK: 


We enclose herewith sworn detailed 
statement of circulation for the three 


together 
showing 
the three 


months of the present year, 
with condensed. statement 
growth of circulation for 
years previous. 

You may be interested to know that 
the Journal’s growing number of sub- 
scribers has made it necessary to install 
a new Goss web press—the only per- 
fecting press in this section of the State 
—and that increased business has also 
necessitated the installation of two lino- 
type machines. 

The Journal has long been recognized 
as West Florida’s leading daily, and it 
is now better equipped than ever to 
serve both advertiser and reader. 

With best wishes for the continued 
success of PRINTERS’ INK, we are 

Very truly yours, 
THE PENSACOLA JOURNAL. 
R. S. Bernarp, Adv. Mgr. 


The Pensacola Journal is a 
member of the Roll of Honor. A 
paper excellent enough to secure a 
place in the Roll of Honor gener- 
ally knows how to secure and hold 
business on merit. 


Tue Eastern representation of 
the Minneapolis Tribune has been 
given to Charles J. Billson, Trib- 
une Building, New York. 


PRINTERS’ INK, 


SCHOOL ADVERTISING. 


PRINTERS’ INK was recently 
asked which magazine carried the 
mest school advertising, and an- 
swered, with that prompt conf- 
dence which is generally to be 
observed in people who dont 
know, “The Century.” The inquirer 
was doubtful and thereupon in- 
stituted a comparison by examina- 
tion of the April issues, with the 
following results: 

Col 
Harper’s Magazine .... c 
Review of Reviews........ 
Munsey’s Magazine ......... 
Outlook ee 
Scribner’s Magazine ....sse00.. 
Pierson’s Magazine ..scccccces:s 
McCuure’s Magazine ...ccccseees 
World’s Work Ee ye rer 
Century Magazine ... 
Strand Magasine- ....cccccsccecs 
Booklover’s Magazine ...... 
Everybody's Magazine 
Frank Leslie’s Popular Monthly.. 
Cosmopolitan 
New Metropolitan 
Outing 


Printers’ INK is uncertain 
whether the comparative amount 
of school advertising carried by 
the magazines mentioned is to be 
attributed more to the value and 
attractiveness of the magazine or 
to the activity and intelligence of 
the man at the office whose busi- 
ness it is to solicit school adver- 
tisements. 


ae a ee 
THE KEYED-AD SYSTEM. 
St. Louis, April 18, 1904. 
Editor of Printers’ INK: 


I note on page 20 of your issue of 
April 20 the statement by Mr. Balmer 
that magazines which give a free inser- 
tion when an erroneous key has been 
used, in his opinion, make themselves 
very “cheap.” 

I attach rate card of the Woman's 
Magazine, and you will note that in 
this rate card we guarantee to adver- 
tisers the og combining of key with 
electrotype—the proper insertion of the 
key and its working up properly in the 
advertisement. 

Whatever policy other publications 
follow is their own business, but we 
believe that when an advertiser pays us 
$6 per line for our space, he is entitled 
to proper service. In other words, we 
put a premium on efficiency, and _ it 
might as well be argued that if we in- 
sert a $3 price where a $5 price was 
shown on some specific article in an 
advertisement, that the advertiser should 
be asked to pay the bill and say 
nothing. 

The argument that the advertiser is 
not damaged is all right from the pub- 





wwe ~~ t 


a Se ree eee 
mR 


om 


PRINTERS’ INK. 45 


lisher’s standpoint, but it seems to me 
that it amounts to telling the advertiser 
that we take his money and give him the 
service he contracts for—perhaps. If 
we do not insert the copy as ordered, 
he must pay the bill anyway, and if he 
does not like this, we will shut him 
out of our paper and put him out of 
business. 

The fact that we do guarantce to ad- 
vertisers that we will insert their copy 
exactly as they order it, may justify 
our being sure that the time is not far 
distant when advertisers and advertis- 
ing agents will see it in the same light 
as do the publishers of the Woman’s 
Magazine. : : 

I believe that the Woman’s Magazine 
basis is a fair basis—fair to the adver- 
tiser, fair to the advertising agent, and 
fair to the publisher. There are some 
publications that discourage the use of 
keys in ads, but we prefer a key, for 
we want the advertiser to know what 
results he gets from our publication. 
The keyed ad, while not new by any 
means, is far from being understood by 
a large percentage of advertisers who 
spend thousands of dollars annually. 

I believe that the discussion of the 
merits of the keyed ad system would 
be of interest to Painraas’ INK readers. 

Our little leaflet, “How to ‘Key’ Your 
Ad,” gives considerable valuable infor- 
mation on the key question. It is 
distributed gratis on request. 

Yours very truly, 
THe Woman’s MAGAzINeE. 
A. P. Coakiey, Adv. Mgr. 


—_+9>—_—— 
MR. PETTINGILL’S APPEAL. 


MY WORD TO MY OLD FRIENDS. 


For fifty-five years the name of Pet- 
tingill & Company has stood for every- 
thing that has means honest dealing, 
generous treatment and broad-minded 
business policy in the advertising world. 
For years it was the biggest factor in 
the advertising agency business. For 
years it has been big, if not the biggest. 

During the last twenty years, while 
the agency has been under the personal 
management of the writer, the business 
has increased over ten fold, and this in- 
crease has come not from shifting the 
customers from other agencies, but from 
the creation and development of new 
advertisers. We have sown and reap d 
and you have reaped with us. Figuring 
conservatively we should say that from 
fifty-five to sixty millions of dollars 
have passed through our hands in a 
clean, trustworthy way, from our cus- 
tomers to you, and this you will attest 
has been done with as little friction as 
possible and with as careful considera- 
tion of your wishes as the interests of 
our customers demanded. 5 

Up to within two years, no hint or 
reflection rested on the credit of an un- 
tarnished name, but when at that time 
one of our largest advertisers (for whom 
we had paid to you millions of dollars) 
signified his intention of stopping all 
advertising and retiring from business 
on account of other interests, we were 
induced to buy a large part of the busi- 
ness and take over the entire manage- 


ment of the concern. We did this in 
the thought of continuing a valued cus- 
tomer to the newspapers as well as in 
the prospect of reasonable profit to our- 
selves. 

The doing of this was a mistake; a 
mistake in business judgment; a mis- 
take we regret. 

In addition to the large sum it took 
to buy the business we had to spend 
unreasonable sums to sustain and revive 
it for the first year or two. Our efforts 
in this direction are familiar to you. 
Our failure to make the sales respond 
to the volume of advertising was lament- 
able to us. 

Had we stopped then the present dif 
ficulties of Pettingill & Co. could have 
been surmounted with no great loss to 
any one save themselves. The rest is 
the old story of honest effort to make 
up for unaccustomed losses and months 
of effort to try and save not only that 
business but the name of Pettingill. 

We still think that name should be 
saved to the advertising world. 

The writer admits, with the deepest 
regret, that certain errors of judgment 
have wrought loss to those who in the 
past have been his valued friends. Those 
near home who know him and those in 
the remoter parts of the country who 
have dealt with him through all these 
years must consider that, however great 
the loss, it will fall most greatly on 
him, wiping out not only the result ot 
more than half a century of untiring 
work but every vestige of personal assets 
and property, which has gone or which 
will go to the protection of the credi- 
tors. 

In the light of the past it is scarcely 
necessary to write that there has been 
no concealment of any assets nor mak- 
ing any fraudulent disposition of any- 
thing, nor attempting to evade any of 
the responsibility of mistake. All of the 
assets of the old concern will be con- 
served for the benefit of the creditors, 
and our utmost wishes and belief are 
that this may prove of more value than 
at present appears. 

o man can live in the past, no mat- 
ter how creditable that past may be. In 
considering beginning over again, the 
writer feels lost in trying to begin in 
any business save that to which he has 
given his lifelong service. What has 
been done can be done, and I mean to 
resume business at once, with your en- 
couragement. 

This is my word to my old friends. 
I shall be gad to hear frankly from all 
of them. ours very truly, 

U. K. Petrtrnerir. 
22 School Street, Boston, 
April 14, 1904. 


———_+9+—_—_ 

Tuis sign, which hangs outside a little 
basement shop on a side street near 
Cooper Unien, is enough to make any 
fur-bearing animal run _ for its life, 
whether the beast is edible or not. It 
reads: 


Cee Cee eee esererereseeesese 


Furriers’ Trimmings 
and Delicatessen. 


—New York Sun. 
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THE BORAX CAMPAIGN. 


The advertising of “20-Mule- 
Team Borax” that began in news- 
papers and magazines the first of 
this year is the most extensive 
campaign the Pacific Coast Borax 
Company has ever undertaken. To 
many of the advertising fraternity 
it appeared to be an entirely new 
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proposition, particularly in the 
East. The company has adver- 
tised its product more or less per- 
sistently for several years, but 
chiefly in the Middle West. The 
present campaign covers every 
nook and corner of the United 
States. 

Borax is an interesting com- 
modity to advertise. Though as 
staple as baking powder in the 
popular mind, it has always been 
thought of in connection with 
wash-day, and the country house- 
wife has found it more necessary 
than the woman in cities, where the 
hard water problem is often un- 
known. Borax is a many-sided ar- 
ticle, however. Its place in the 
kitchen is insignificant in compari- 
son with its place in the pharma- 


copeia and the industrial arts. Cop. 
taining boracic acid, it is invaly- 
able as a dressing for wounds, 
burns, ulcers and boils, as a gargle, 
and even a stomach corrective, for 
it has never been conclusively 
shown that it is harmful when 
taken internally. Though borax 
has absolutely no irritating action 
on the most delicate membranes, 
it is an absolute preservative of all 
animal foods, preventing fermenta- 
tion and putrefaction in meat, fish, 
fruit, eggs and milk. In the laun- 
dry borax softens water and loos- 
ens the dirt on clothing, making it 
more easily removed and giving a 
gloss to fine linen. It is a bleach, 
and it also fixes the colors in dyed 
stuffs. Ants, cockroaches and all 
the insect tribe leave the place 
where it has been sprinkled. Borax 
is also used extensively in pottery 
glazes, as a flux in welding metals, 
as a photographic chemical, a 
varnish for stiff hats, an ingredient 
in calico printing, a lining for fire- 
proof safes, a solution for fire- 
proofing fabrics and an agent in 
fireproof paints. There are more 
than fifty uses for borax in the 
arts alone. Yet until the nine- 
teenth century it was little known 
or used outside of medicines, and 
until the development of the in- 
exhaustible deposits in the great 
Western deserts the demand 
far exceeded the supply. All the 
borax used in the United States 
came from abroad—mines and de- 
posits in Thibet, Italy and South 
America. Crude borax cost $1,000 
a ton jn London one hundred and 
fifty years ago. The price in the 
United States was $1 a pound in 
the early part of the nineteenth 
century, and when the Pacific Coast 
deposits were found in the late 
fifties the wholesale price of borax 
in New York was 50 cents a 
pound. Naturally, so costly an ar- 
ticle was freely adulterated, usually 
with soda, which neutralized many 
of its valuable properties. With 
the production of American borax 
the price soon fell to 10 cents a 
pound, and importations from 
abroad dropped from $220,000 a 
year to less than $10,000. Ameri- 
can borax is dug and mined from 
the beds of ancient lakes that now 
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form the deserts of the Pacific 
Coast. The richest deposits are in 
the wonderful Death Valley. The 
crude borax is hauled to refineries 
in great wagons capable of carry- 
ing ten tons at a load, and from 
the twenty-mule teams used to haul 
these great freighters the Pacific 
Coast Borax Company’s_ brand 
gets its name. 

The advertising of “20-Mule- 
Team Borax” is written and placed 
by Otis H. Kean, a general adver- 
tising agent at 140 Nassau street, 
New York. The Pacific Coast 
Borax Company has offices at 100 
William street, as well as in Chi- 
cago and San Francisco. Copy for 
magazines and newspapers is quite 
different in theme. In magazines 
the company ofters an American 
girl picture for framing on receipt 
of a box top from its product with 
a two-cent stamp, so that the 
magazine advertising seeks to sell 
goods direct through the retailer. 
If the piles of letters handled by 
the Kean agency are a criterion, 
this magazine advertising is bring- 
ing splendid results. The news- 
paper ads, on the contrary, are de- 
signed to educate the public in the 
many uses of borax. It is quite 
likely that they reach large num- 
bers of people in cities who may 
not know borax even as a softener 
of alkali water. Short talks on 
the product under the title of 
“Boraxology” are illustrated with 
the “boraxologist’”—a mule. 

“The object in employing the 
mule was to make the company’s 
trademark widely known,” said 
Mr. Kean. Boraxology is simply 
a pleasant little creed. This is an 
age of creeds and optimistic aphor- 
isms. Such things seem to please 
the people. The Boraxologist 
preaches the creed of being kind 
and using plenty of borax, using 
plenty of borax and being hopeful, 
being enterprising, alert-—and using 
plenty of borax. Some criticism 
has been leveled at the mule. Per- 
haps he isn’t beautiful. But he’s 
a trademark, and the point is to 
make him known. It has been sug- 
gested that advertising capital 
might be made out of the Death 
Valley and the method of digging, 
hauling and refining the borax— 


that this would explain the mule to 
better purpose. But it’s really 
more important to tell what borax 
is good for than where it comes 
from. You can’t tell the story of 
your life in newspaper space at 
fifty cents an agate line. Besides, 
we have proof every day that the 
Boraxologist’s taiks are read and 
acted upon. They contain house- 
Lold and health hints of value to 
every one old enough to read them 
—and to many who are not. There 
are so many uses for borax that it 
ought to have a place in every 
household. A _ toilet requisite, a 
disinfectant and disease preventive, 
a healing agent in high favor with 
physicians and surgeons, a neces- 
sity in the bath and nursery, 
kitchen and laundry—doesn’t this 
touch every man, woman and child 
in the United States? Our cam- 
paign will suggest uses to every 
man, woman and child. The com- 
pany’s trademark is an assurance 
of purity. The article is staple, 
tried—no uncertainties about it. 
Therefore, the advertising is bound 
to pay—and is paying. We do not 
care to go into the relative merits 
of the different media we are using 
—to say that magazines pay better 
than papers or papers better than 
magazines, or that one publication 
pulls better than another. Much 
of the advertising is keyed, and we 
are not in the dark as to results, 
but we don’t care to express any 
opinions along that line.” 

For following up newspaper ad- 
vertising the company has an ex- 
tremely interesting little brochure 
called “Modern Miracles,” pre- 
pared by Mr. Kean. It treats of 
the offices of borax in the toilet 
and home, not in the one-sided way 
of most advertising literature, but 
broadly, and touching on many 
matters of hygiene that are even a 
little foreign to the product. A 
dozen sensible formulas for com- 
plexion creams and lotions are 
given, and the booklet is written in 
a fresh way and with authority. 
Pictures that are really artistic 
embellish the pages, and the text 
is of a kind to appeal to any wo- 
man, with the maximum of in- - 
terest for readers who are most 
intelligent, 





48 


OLD PHILADELPHIA FIRMS IN 
NEW HOMES. 


The usual business removals incident 
to the first month of spring emphasized 
the remarkable number of changes in 
the location of well known stores that 
have taken place along Chestnut street, 
and in a lesser degree along Market 
street, during the past few months. So 
many and so striking have been these 
changes that to the old shopper the ap- 
pearance of Chestnut street has almost 
altered, and new names are seen where 
old and familiar ones had met the eye 
for many years. 

The Bailey, Banks & Biddle Company 
has just located in its new ten-story 
building, Nos. 1218-2022 Chestnut 
street, after many years’ existence at 


the southeast corner of Twelfth and 


Chestnut streets. 

Perry & Company, the clothiers, fol- 
lowed suit, and moved a short time ago 
to their new home at the southeast 
corner of Sixteenth and Chestnut 
streets. 

Blasius & Sons have just finished 
transferring their stock from Nos. r1or- 
03 and 1119 Chestnut street to their 
new double building, Nos. 1016-18 
Chestnut street. 

The property adjoining, 1020, is oc- 
‘cupied by A. Dernburg & Company, who 
opened a new store for women’s ready- 
to-wear garments. 

At Nos. 1012-14 Chestnut street are 
Fritz & La Rue, who were formerly 
located where the Bailey, Banks & 
Biddle Company now has its new store. 

The retiring from business of H. 
Muhr’s Sons has given S. Kind & Son 
an opportunity to secure more com- 
modious quarters at No. 1110 Chestnut 
street. 

John W. Graham & Company, who 
Ere up No. 1615 Chestnut street to 

unt, Wilkinson & Co., will shortly 
move into their new store at No. 1708 
Chestnut street. 

The Cunningham Piano Company and 
the Ludwig Piano Company have also 
made changes, the former from No. 
1107 to Nos. 1101-03 and the latter from 
No. 1715 to No. 1127 Chestnut street. 

As soon as Benkert & Company retire 
from business at their store. No. 1104 
Chestnut street, George B. Evans, who 
now occupies the adjoining property to 
the west, will lease the vacated store 
and throw the two into one large estab- 
lishment. 

The removal of Samuel M. Wana- 
maker from the southwest corner of 
Ninth and Chestnut streets to No. 1021 
Chestnut street will result in the 
agencies of the Lehigh Valley and Read- 
ing Railways locating there in the near 
future. 

The agency of Thomas Cook & Son 
has been transferred from No. 828 to 
No. 820 Chestnut street. 

S. R. Weaver has moved from No. 
1102, second floor, to 1204 Chestnut 
street. 

A prospective change west of Broad 
street is that of Jacob Reed’s Sons, who 
will move from Nos. 1412-14 Chestnut 
street to the site of the old Wister 
Mansion, No. 1428 Chestaut street, 
where they have started work on a 
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handsome four-story building. Their 
resent location will be occupied by 
ugler’s Restaurant, now on Broad 

street below South Penn Square. 

The Emerson Shoe Company have 
located at No. 1224 Market street in 
preference to their old quarters at 
Eighth and Chestnut streets, while Horn 
& Horn have just removed from next 
to the Reading Terminal to a new build. 
ing on Market street below Thirteenth. 

The growth of the ia Dixon Crucible 
Company’s business has resulted in its 
leasing a part of the building next its 
present home, No. 1020 Arch street. In 
addition the present store has been re- 
modeled throughout.—John H. Sinberg, 


MR. SHERIN IS WEALTHY. 
6 and 8 West 22nd St. 
New York, April 13, 1904. 
Editor of Printers’ INK: 

My attention has been called to an 
article which appeared in your paper, 
written in such a way as to try to make 
us believe that it was an interview with 
your “pet” special agent. Yet we be- 
lieve this article is libelous and we will 
give you an opportunity in court to 
state under oath who this wonderful 
special agent is whose opinion is of such 
great importance. 

_ The C. E. Sherin Co. nas more work 
ing capital and more assets in its treas- 
ury than any other advertising agen 
in the United States except N. W. 
Ayer & Son. ery truly yours, 
Tue C. E. SHerin Co. 
Cc. E. SuHerin, Pres, 








OUR POST OFFICE. 


For many years the advocates of pub- 
lic ownership of several utilities have 
used our own experiment in that direc- 
tion, the Post Office Denartment, as 
their stock illustration. Well? Why 
this sudden recent silence? 

Because, within six months, the Post 
_ Department has been shown to 
ee 

Inefficient; 

Behind the times: 

Honeycombed with corruption; 

Prenosterouslv exnensive. 
—Philadelphia Saturday Evening Post. 

—————__ +o _____—_ 

Our Mutual Interests is a little morth- 
ly neriodical sent to the advertising 
public hv the Farmers’ Tribune, a we-k- 
Iv agricultural journal published at Des 
Moines, Towa. 











Classified Advertisements. 


Advertisements under this head two lines or more 
without display. 10 cents a line. Must be 
handed in one week in advance. 

WANTS. 
ANTED—Information ahont cash discount 
checks. N. W. NOVELTY CO., Weston, 
W. Va., Box 305. 

M°, F than 225.000 copies of the morning edi- 
| tion of the World are sold in Greater New 

York every day. Beats any two other papers. 
TU: work hard forthe man who etves me a job 
as adwriter or manager; valuable newspener 
exnerience. Address “H.,” care of Printers’ Ink. 
ANTED—Exnerienced man write “Tn. 
struction by Mil” hooklet. bs ry enedl- 
men of work. “MADISON,” 1404 Third Ave., N. Y, 
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BRNALD'S § NEWSPAPERMEN’S -X CHANGE. 
Frena ed 1898, represents competent work- 
be send for klet. 368 

abe Springfield. Mars. 


DVE tig SOLICITORS wanted. Active, 
A’ aw ess getters. Goud commission. 
Old, 


relia . Address RETAIL 
DRUGGIST, Petrol, Mich. Mich. 


RESS WANTED—Will pa: per cash for second 

hand press, ran vom forr to sixtee 
with, complete AE outfit. “A. 
4” care Printers’ Ink. 


Westen moe oy in various parts of the 
country to give of their time in can- 
for eo in a monthly tech- 
nical fournal. Address “J. T.,” lrinters’ Ink 
New York 
ANTED, AGE NTS—We have them that sold 
four dozen in three hours. Made seven 
dollars erote, Send $1.25 for three-dollar outfit. 
D THE GOODSPEED MFG. CO., Ann 


A, 


Arbor, Mich. 


A meerio0e young man, a ig man, a college graduate, i 

extremely anxious to secure position with 

some advertising concern; a student of Powell’s 

teens Institute. “AMBITIOUS,” care of 
nters’ 


ABUT ACTORKES, a ep and Inventors 
J —Kindly send —- es or circulars of 

of merit, with quantit Eetoss, fo a good 
eld. CROSS &CO., Box 7, uth Hampton, 
N. Y., Dept. B. 

ANTED—A case of bad health that RIPANS 

TABULES will not benefit, hundred 
millions of the Tabules have been sold ina single 
ro and a package containing ten can be 
ght atany drug store for five cents. 


‘THE attention of ambitious advertisement 

writers is directed to the offer in this issue, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


E Gore to secure the services of a thor- 
a competent adwriter and designer. 
ied Give nag references 

— a Address MARINE RE- 
VIEW, 3041 Wade Suilding. Cleveland, Ohio. 


WW Attzn—at once, printer who can o 
and care for Simplex Type Setter. 
paper. Nice place. 
R. B. ROBERTS, 
Asheville, N.C. 


EASONED man of ideas and resourceful 
worker wishes to demonstrate capacity for 
advertising department on medium of known 
en. roposition must stand critical 
ne: is--be substance, not shadow. ‘‘CON- 
STR CTIVE,” Box 306, Spring field, Mass. 


OUNG MAN, 27 years old, college oanestion, 
OE good appearance and add , three 
ot ag on inside of,and now with, 

etc icago agency, wishes to solicit for 
jodical, een with Chicago representa- 

Five. Address “A. C. B.,” care Printers’ Ink. 


W WANTED, DAILY PAPERS. 


Parties desiring to have their papers repre- 
sented in New York by a hustler who kuowst the 
business, address 

“SPECIAL,” care of Printers’ Ink. 


W 4sTED—An agvertiaines man to take 

tion of advertisin r on first 

in city of 100,000 in Mid He must DOW 
the art of advertising, Sy know how to talk it, 
and must know —s of the foreign field, 
too, None as | opply who are afraid of work. 
Address “Z. Y care of Printers’ Ink, 


ADYE mtx ae, nanager of executive ability, 

now man: ging pa formerly adwriter for 
agency, wante | position rwith solid business my 
0} 


one follow-u 
7 and make an advertising cam 
table, COLL EGE MAN, ” Printers’ Jn 
Gvocnserc ADVE RTISING MAN, at present 
in charge of advertising department of 
large manufacturing establishment, desires op- 
portunity tu engage in broader fields where 
ability will receive recognition. 
Box 247, Winopa, Minn, 


rate 
eekly 








man, Nee ge to Plan; 
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Pree WANTED na daily to handle, Pires | to 
twenty thousand 
ds tones in 


cond-hand p 
Al | condition. yh tee SO. ron C. waste this paper. 


ETTERS FOR RENT — Large Mail-Order 
pan will rent letters, $5 BS thousand. 

four reputable houses only. GRANNIS ADVER- 
TISING "AGENCY, 112 W. 18th St., New York. 


— ER WANTiLv—se.! third interest well- 
blished newspaper 50 les Phila. En- 
tire Ba new. Owner, not a print, needs partn 
take charge composing room. Not aneman of 
wie as rev as = of man and ability as 
printer. ct p $500 cash, giving secured 
note $2,000 adit nal. investigate this. Address 
“PARTNER,” care Printers’ Ink. 


ANTED—Two strictly first-class advertise- 
ment solicitors. Must have recommenda- 
tions and be of pleasing appearance and highly 
experienced. #xcellent working proposition; 
canlly introduced; no catch-penny device; 
sree business proposition. State salary de- 
. None but the best need ppv. Apply 
Post Office Box No 544, Louisville, 


1" TRAINED MEN FOR NEW DAILY. 
Wanted, editors, advertising and circu- 
lation men, with good references, to enter cor- 
ng organized to publish leading pe Cont in 
est. city of prosperous Western 

accopted for one must in certain 
number of shares ress a4 a of 
Hapgoods, Chemical hide. st. Louis, M 


YOUNG MEN AND paces 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
adve:tisers, — weekly at 10 Spruce St., 
New York. ‘Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 

ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


AMenners wil WRITERS, especially 
oe al opporta- 


money iy writing to us. We vit tell you how 
to start a business of your own at home which 
will do ‘more to establish your reputation as an 
adwriter than years of ordinary experience. 


Write bath Le 
LLS_& CORBIN. 
Suite a 2219 Land Title Bidg., 
Philadelphia. 


A ARE YOU SATISFIED 
with your prea ition or Ae tf If 
not, write nearest office for booklet. We have 
for 8, secretaries, advertisi 
men, newspaper men, saleamen, ete. Techn 
clerical and executive men of’ all kinds. High 
grade ennui: 
nore see Gre, ), 
Suite 511, 309 y, New York. 
Bulte 815, * Pennsylvania a Bld Phila. 
te 529, ’ Monadnock Bild; cago. 
suite 1 1896, Williamson Bldg. ‘Cleveland. 
Pioneer Bidg., Seattle. 











Wy Aa eee and others with common 


school educations only. who wish to qual- 

ity for ready positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
bg One graduate fills "$3,000 pl Sees another 
and any number earn e best 
ee ad writer in New York owes his suc- 
in a few months to my teachings. ie- 


mand exceeds 8 as eupnly. 
GEORG LL, Advertising and Busi- 
ness iw, 82 Temple Court, New York. 


+o 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
——- +> 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 


————_+99————— 
FOUNTAIN F PENS. 


EST $1 Fountain Pen mad made. Guaranteed 

pens, irid. points, hard rubber barrel. 
déz. Pens at higher and lower prices. 
AVERBI BEOE, Maker, 19 Maiden Lane, N. Y. 
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ADVERTISEMENTS WANTED. 


ARDWARE DEALER»’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


—————+or—____ 
CLASS PUBLICATIONS. 


ARDWARE DEALER*’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


> 


CARBON PAPER. 


\T ON-SMUTTING, non- orerring. carbon 
— free. WHITFIELD’S CA ON 
PAPEK WORKS, 123 = St., New York. 


TYPEWRITTEN 1 LETTERS. 


RIGINAL letters rs individually ty poctien 

Send specimen and I will quote rice. 

MARY MITCHELL, 342 Townsend St., New| runs- 
wick, N. J. 


———_<+o>—___—- 
INSTR‘ CTION BY MAIL. 


UMAN NATUKE TAUGAT ye ty 
mail or no pay. Mention P. | 4 
are from Lessons free. SCHOOL OF t MAN 
ATURE, Athens, Georgia. 
iecmeasianninisii> & 


PAPER. 


B BASSETT & SUTPHIN. 

5 rose yeen St.. New York City. 
Coated pa a specialty. Diamond B Perfect 
White for Pilsherene = 


R UBBER § S TAMPS. 


ORTY CENTS pays for a rubber stamp fac- 
simile of your ature. Any stamp under 

3 inches, 10 cents a line. All work guaranteed. 

Ask for catalogue. A. EMBREE PRI) {TING co., 


Belton, Tex. ve 
JOB PRINTING SPECIALTIES. 
fer tery 4 (only) ape in ovary 
handle the eS in n job 
printing department very 


manent customer for speed aecume 
R. ADAMS & CO., Detroit, Mich 





——__+o+ — — 
BULLETIN BOARDS. 
ALL BROS., 115 Dearborn 8t., Chicago, LIl., 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 


—————“_1or—___——_ 
ADDRESSING MACHINES. 


pean MACHINES—No type used ry 
Wallace stencil addressing machine. 

card po ed stem of addressing used by th ~ 

crgest pu! ers Kaw oy the country. Send 

r circulars. WALLACE & CO., 29 Murray St., 

New York. 


MEETINGS. 


ste - annual meeting of the stockholders of 
the Ripans Chemical Ce for the elec- 
tion of Directors and I Election, will 
Sone in the office of the Ripans Chemi: ical Com 
y: St., New York, on Monday, 
King’ Id at Ot 18 o'clock moon. CHAS. H. THAY: YER, 
cerenisitmeniiiplaiinaetiiagaia 
CIRCULAR MAILING. 
Ca MAILED, 25 cents a hundred. $2.50 
r 1,000. STANLEY, 346 4th Ave., New York. 
Mail received forwarded. 
IRCULARS mailed to classified addresses, 
ane 2c. oma. This isthe best mail-order 
on ea! 








" NED HOLMES, Lexington, Neb. 
— +--+ - -- 


ENGRAVING. 
ANDESS ENGRAVING CO., St. Louis, Mo., 
ecrroty pers and Photo-Engravers. DE- 
SIGNS FOR ADVERTISERS AND PUBLISHERS. 
OULD YOU for the small amount we charge 
be ow a bright, catchy Engraved Let- 
o, Head Cut! Send matter for penc'l sketch 
6 oo rock-bottom price. CAPITOL EN- 
GRA G00. Dept. Kz Sta. G, Washington, D. C. 


COIN CARDS, 


Less tor more; an 
$3 ‘tae Coin WRAPPER CO. Detroit og 


000% ais 5 ep printed to os 
9 x thousand. Rg 
COIN MAILER © con Bex » Ft. Madison, a 


~- se 
NEWSPAPER BROKER. 


ty! and sellers of new per properties 
’ Sao © to their mutual adventa tage, 
without pu pans. by my gucseustal methods, 
ies and Iicng list of buyers. 
stance to ‘out B.J. KINGSTGN, 
Michigan Newsyaper Broker, Jackson, Mich. 
—— 


INDEX CARDS. 


bial ads modern business nowadays uses the 
Card Index system. We are manufacturers 
and retailers of Index Sanita, Guides, etc. Write 
for sample a. anc Rb Th 
— D INDEX CARD co., 
Arch St., Philadelphia, Pa, 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


OOKLETS, Almanacs and Catalogues. Million 
16-page tor $1 per 1,000 complete. Other 


sizes in a rite 
STEWART PRESS, Chicago. 


—_—_<+99——_—_—_ 
FOREIGN Mt MONEY. 


GESD for latest uotations on foocten » monies 
and mutila' American silver. Highest 
prices paid. Prompt remittances. 
Postage omnes ought sue sold at a discount, 
CLARKE BROTHERS, 
Bankers, 158 acme St. 
New York. Established 1840. 


BOOKS. 


a pues ® wg ett a book mailed 
. 8. LACEY, Patent and 
Trade Mark one: Sachin vb. C. 
FEST FOR PRINTER, at AD- 
aes > ae we for Pr 
“Most pra 
a yy ‘all of St happy ood 
yoo Ono: LOCHER: ‘ecumseh 8t., 





HA LF4 TONES. 


W E would like to estimate on your half tones 
either for the newspaper or other work. 

Geasreane ENGRAVING CO., 61 Ann St., New 
or’ 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered w when cash “accompanies the order. 


Send fo mples. 
KNOXVILLE ENGRAV ING CO., Knoxvilie, Tenn, 
——__+or 


PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new 
For al! those things for which an inhaler s 

ood, this is the best that ever was. It 

estroyer and nose cpener. 2 a Ae -y/ ty box»; 
tonsilitis, beer oy ae fever aw 
every disease o ~~ nose ir passages. 
Better than a garglet for. ve throat, ae = 50 
cents. Sent by manufac' 
ceipt of price.  Maress THE RIPANS. CHE EMICAL 
COMPANY, No. 10 Spruce St., New York. 


0 
DECOR ATED TI TIN BOXES. 





‘THE 
r You Cannot not imagloe 4 Senatitulty “i 


boxes can be di nd how cheap they a 
until you get our samples and 3 
year Ve mate, one & any other things, over 
ten million Cascaret boxes and five million vas 
eline boxes and caps. Send for tre tin desk re 
pay yl oom It Now.” ~ is free; so are 


RICAN N STOPPER Go; COMPANY, 
161 Water Screet, 
Brooklyn 


York 
en largest ‘maker of Tin Boxes ns of the 





ooze PrP ore ws 


3accer,. 5 


Bees 2eyv esr 


SYSeS we SPSS ed sl eee 


Ses Seam 


TH SEB. 


PESESS 
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[LLUSTRATORS. AND ILLUSTRATIONS. 


ENIOR & CO., Wood Engravers, 10 Spruce 
Hs 8t., New York. Service good and prompt. 


sinntendinnsiennitijinireainiieames 
MAILING MACHINES. 
Ess es lightest and 
per pIOx mas . 7 VaLENt ra meters and 
Mfr., (aver Wormont ing Beitalo: N by 


—_—_— 130 
RELIGIOUS MONTHLY am anes 


RECORD OF CHRISTIAN WORK, 
By. rthfield, Mass., believes that the Gusher 
should assist the advertiser by giving Te en 
lormation as will enable him to 
for their — Ghantele. Those yhaving 
eeerwaxe proposition of interest 
matey oop 
tele is one on e 
oe best of reasons. Wente on and ures ”’ 





HOUSE-TO- HOUSE DISTRIBUTING. 


HERE is only one agency Sat be has 
lished reputation for a 
house distribution ot advert yy all descri, 
in all towns and os < importance in 
the fentonited States. piece of matter is 
placed by men who are reliable, qupeteness and 
who e this an exclusive business. Can give 
from many leading b 
WILL A. MOLT. 
National Advertisin, tributor, 
442 St. Clair St., C! te, oO. 
++ —___—_. 
HOTELS. 


T% LITTLE HOTEL WILMOT, 
South Penn Square, 
Philadelphia, 
is now one-third larger 
than formerly; the 
new addition 
provides commetions 
ps and writing 
and other 


an estab- 
fe house-t0- 


ces. 
step from 
the Peaneyivania Ry. 
THE RYERSON W. JENNINGS CoO. 
celia: 
PREMIUMS. 

POONTAIN PENS are always in demand for 
; FF > a My pens are neg nergoee rfect 
Write TRaNsom Sia2 Groveland Aven Chicago. 
YON& + ap 'S NEW PREMIUM CATALOG, 
now contains musical instruments 


of ail descri ions, includi a special cheap 
hay our Ly nay vod 


oe be oe e firm for 
ums. YPRE 1UM CLERK, 
on & Healy, 199 Wabash Av ive., Chicago. 


Rass goods are trad ae trade builders. Thou- 
premiums suitable for 

publishers and others froen the foremost makers 
ood espa lit dealers 4 elry and kindred 


titi 





5! 
ADVERTISING MEDIA. 
10 line a. goings in THE 
SENIOR. Bethle 


ARDWARE DEALER SERS, MAGAZINE Circu. 
lation 17,000. 253 Broadway, New York. 


APS oe GUIDE, Newmarket, N.J. A 
card request will bring sample copy. 


A™ perscn advertising in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


N O ready print house can place your ad in the 
Springview (Neb.) HERALD. All at home. 
Sample copy sent on rc n rcquest, also rate card. 


yet TALK, Ashland, Ore Sasgon nee - 
teed circulation of 4,500 coples issue. 
Both other Ashland at less than 
1,000 by the American in Rewspaper a7 assess. 


1,000,000 *manik'it.son temas 


sections of the Travelers’ Railway 
Guide. Write for aaa euler to 24 Park Place, 
N. ~—_ or 158 Adams 8t., Chicago 


weekly ni pers, 
100,000 weekly. tal 
hase other lists in the le 
NEWSPAPER UNION, 10 tress St., New York. 


100, 000 GUARANTEED circulation, 25 
cents a line. That’s what the 
Nett NDER or the advertiser every month. 
or UL lorder firms. If 

you are ad LE A and do — know of the 
Ask for samp you are missi mething ee: 
mple and rates, T Kr PATHFINDER, 


ton. 
MAIL ORDER. 
OR 5&0 cents i ae oe = bautemete 
e that brought m mail orders in 
30 days. KARNS. 1017-1 7-ift La Salle St. Chicago. 


GO INTO THE MAIL-O1 MAIL-ORDER BUSINESS. 
usually cl —— mail-order idea 


ti- 
lew- 


ae if desired. "Exceptionally pet 
and h No pic 


icture, 





elry oF == scheme. Nothing to manu’ 

As the fic Id is large and prac- 
tically unlimited. i will sel the Cae details 
of this coypen “idea” for $5. can work it 
anywhere, and do just ata G as 1 did. Bright 
and clever os ake are gained, as a rule, only by 
experience. Many a man has — a 8 fortune out 
ofa single “iden” with o; good 
— for his capital. 1 offer hore. tet the readers 

? Ink the cleverest thing of my 1 
’ experience in the mail-order bm pe 
; none, but will be satisfied wi 
investment. 
ot this indorsement from the Inland 
Printer a journal that exercises the strictest 


cr 





teens now ready; free. 


OP arene. nally & 48-50 62 Maiden Lane, N.Y. 


SUPPLIES. 


W D, WILSON PRINTING INK CO., Limited, 
a? - 17 eee St., New York, sell more mag- 
inks than any other ink bouse in the 


“Special prices to cash buyers. 


DoxinE-4 nopenesentve, ag sub- 
‘or lye and gasoline. e re- 
tempers aud improves the euction rollers. It 
will not rast metal or hurt th . pw 
men r an 
e by the trade 


ured by the DOXO MAN’F’G CO.. 


EY oe paste can ‘an be made and ready fo ruse 
by addin oar water Bernard’s 
ining er, makes it the favorite 
{SS 


canner: the U. 8. 
AGENCY, “i N. State 8t., 8 ne Nan: 


e 


its advertising columns: 
mane Te 


p over i 
THE 
0, Jan 1904. 
ay BAY, ay vB Retnbolt Bloomfeld ng ~ ate 


8, enn the letter 
for ‘pur inspection. Y. — — 


there is real money, here Is 

one may work this “idea' 

in with present business, 

Here is a le! - Spenaage one customer, and they all 
write the sam 


” CHARLESTON, Mo., Feb. 15, 1904. 
Mr. V. H. Rainboit, Bloomfeld, tnd. ‘~ 
DEaR SirR— of “idea” to hand eater 
day, andI gg he ita one 5 pak. g 
“Fall devaile of f this remarkabl. me = 
is O 8 \ of aem- 
onstrated success sent to - pres, ep 
“ss aw = og te a eye whatever. 
ng else 
os sort and have no other Barticas — a 
V. H. RAINBOLT. P. 0, Box Bloomfield, Ind. 
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DESIGNERS AND IL! ILLUSTRATORS. 


—, illustrating, ¢ ngrossing, ume 4 
aving, lithogra ng, art p n 
ing. THK. K.NSLEY srub 


Lo, ee, S .¥. 


PUBLISHING BUSINE NESS OPPORTUNI- 


— a a big mogesine 5 prope: 
Fe t $7, oy VC ehishiag 

ability Finns it will pay yout “a 
the owner of a weekly wo 

Would you like to take 355, ry a] intelligent 
——- and make ic worth $150,000 while draw- 
a good living 

ow would you like to b a local New York 
monthly, — a one, for $3, e a splen- 
did busin a li for yourself, and own 
three yeare I Koad a@ magazine worth sa, 

I know where an investment of £83, will 

insure the investor a salary of $3,000. give profics 
of OUAANS po OAM pee | ear, and prot luce a pro 
erty in two years worth $100,000. [’ll tell you if 
you have the $50,000 and the desire to make 
such an investment. 

Perhaps zou'e better inquire about the profits 
of specialized journalism. There’s money in 
that direction. 

and see me. 
wt F. BARRE, 


Care! 
ransom: PUBLISHING °PROPERTY, 
5 Broadway, New York. 


D°z you want to buy for $5,000 a eet founda- 
Woul 


ane leave you 





FOR ‘SALE 


0 NAMES, printed. government rec- 
ords; every name reliable, $2.00. 
EDWARD MORTON, , Calgary, Ca nada. 


OR SALE CHEAP—Original half-tone cuts, 
with descriptive a. 
JOURNAL, Millvale, Pa. 


OR. SALE—Fine! y equippe daily news 
‘ plant; mate miney oi pe —- & in “ 

. ,000 population; doling g008 00d business; ri = he 

can buy wey Address Bo: Box 345, Kenosha, Wis. 


‘OR SALE— The bus “ines, — a 
ment and plant of txaminer Printing 
and Publishing Company ax Frederick County. 
sownree. Examiner, Ci n 
1813. ted in Frederick Cit | Ale aryland. Ex- 
cellent field to start daily. Fine ob ra | 
office. Must be sold at once. For particu 
rms of sale apply to ARTHUR D. WILLARD. 
Receiver, Frederick, :, Maryland. 


7 , Sete ony trade wil turn 
jut $20,000 sehit in in advertising; =o 
ovese ae 14 advertis' 
One of the cities in the Middle 
owner better than $80 per week, but 
to go So sniter nah. Two good men— 
Fe dS Hy pews rare ‘me 


year. Price $ my + ny 
sings ewspaper Brc eter: kson, Stick. 
Roe PUBLISHERS, —_- —y about 500 
nal ravings. f-to’ 


o engra’ 

work, for sale at two cents per square stan A 
roductions from famous paintings: all sizes, 
to 10x12; have no proofs; intending a 
must call to see them; or we will send five dol- 

lars’ worth or more c. o. d. 
OPTIMUS PUBLISHING co., 
194 Broadway 


New York. 
UCTION SALE OF PRINTING PLANT. 


On May 10, 1904, tee com letel, uipped print- 
ing and binding OF th eo New ee Co. will 
= sold by me un a 4 & hammer. Ie It contains 
n large and small; 
one linotype machine, and all th 
zs and | stock of paper, an to 
8 


Por is m ne and cataloy 
been renuing for years on "Located 
in the progressive city of ata “onig (50,000 
inhabitants), ——_ and re: torun. A great 
mennSEONGE 8. DIAL, Trust a Bank 
8! n Bankruptc 
= Springfield, Ohio 


3 





ADDRESSES 3SES FOR SALE, 


4,451 PPE sorte, Pen 


1 "4513 Z. F GOREY, Maryville Dale 0. do 
1000 tics.a50. SAT HAGHLBANGER Akio, 
10,000 "idk cokes Ais nMndt 


em 
AD VERTISING NC NG NOVELTIES 
OCKET Wallets, at, 100 % - Ly yf - includi 
ad. “‘ Wear i K ry 
Printers, 5th above d 
3 NEW cial Nove We Pencil Holder, 


a Nail File, and a Toothpick 
. Agents wanted. J. _ J.C. KE CNYON, a, 


Ge YSTIC WALLET”—the advertising nov- 
i elty. —, ang rices, Little 
i SOLLIDay NOV- 


Traveler’ 
ELTY CD VELTIAING " vo WORKS, Knox, Ind. 


ULVEROID SIGNS; lightest, chex apes, most 
durable and attractive indoor si¢n Com- 
lete line of Celluloid Novelties and Buttons, 
enetentves. F.F. PULVER( ERCO., Rochester, N.Y, 


RITE for sample and pri and price aoe combination 
Kitchen Hook and bill File. Keeps your ad 
before the housewife and ae Bh man. THE 
WHITEHKAD & HOAG CO., Newark, N. J, 
Branches in all large cities. — cities. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive, sub- 
a -— cheap. Sample, a World’s Fair 
souvenir, 
WICK HATHA W are CRN, Box 10, Madison, 0, 








AD VERTISEMENT CONSTR UCTORS. 


t H ENRY FERRIS, _ his [FF] mark, 
Advertising Writer and Adviser. 
Drexel Building, Philadelphia. 
a APVERTISING. 
I am furnishing the 
Suburban Gas Company of l’hiladelphia a series 
of one hundred ads—each ad consisting solely 
of one or two short, pithy, epigrammatic sen- 
tences, turning on some advantage in the useot 
gas for fuel, heat, lightor power. This company 
is using these ads in four-inch double column 
space, set in 12 po'nt roman, without heading or 
firm name, and with plenty of white space. Copy 
is changed daily and the series is attracting 
much attention. The company writes me this 
week as follows: 


L. G. QUACKENBUSH 
Oneida, N. Y. 
Dear Sir : 


am enclosing herewith 

clippings of ads used last week. I 

to congratulate you very highly 
on the get-up of these terse sayings. 
They are the best I have ever seen—to 
the point and very effective. 

Yours sincerely, 
SUBURBAN Gas Co. OF PHILADELPHIA. 
Per J. M. CaLtaman. 

To any Gas Company official who will write 
me I shall be pleased to send a selection of sam- 
ple ads from this series, and to quote terms for 
similar work. Let me add that many advertise 
ersin other tines, whose pr___s tions are such 
as to be best exploited in terse, graphic terms 
rather than long, prolix paragraphs, would 
doubtless be interested in samples from this 
series, their tone and style being easily adapted 
to other lines. I should be pleased to submit 
samples and talk terms with any advertiser re 
quiring work of a similar nature. 

LOUIS G. QUACKENBUSA, 
Oneida, N. Y, 
French-Bennett Bldg. 
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DYERTISEMENTS and cuts. new daily. | Re- 
AP tailers and bankers shouid use the best 
foutate prices. ‘AitT LEAGUE, New York: 


OTHING ry! oe riginal ideas from this 
chicken; so let me scratch for you 
w.D. HT ENER 183 183 Halsey St., SBrookiyn, N.Y. 


E winni: booklets. « catalo, 
“ oe form letters, € ete., vn J 
+P Write (on letterhead) 
ie “ae ns TOROS 
{e* stention to 
ha Klisworth ¥ idg., Chicage Chicago. 


WE ATTEND TO 
W “YOUR ADVERTIAINO.” ef * 
plan, we pre an 
be aavertising, literature, eto. etc. Tn acatchy 


e mal 
he teterontl et—*‘ HOW TO MAKE 
‘YOUR erecting ooke tee sent on request— 
if you write waa us on Lak letterh 


NY, 
gpecalat in “Your Advertising, 
rton Building. New York Ci “4 


LIKE te repare propesttions for manufact- 
low oteane et a Bocca. 
also enjoy wr vertisements on go 

: ns enoy J 4 food “prod ucts. The 


remedies re are some 
lines, ieee, I won’t tackle. If yours happens 
to be objectionable to me, I’ll tell you so quick 


JED SCARBORO, 557a Halsey St., Brooklyn, N. Y. 


E EFFECTIVE CLOTHING ADVERTISING. 
When goods or products ya ri at te a 
valuable service. y product 
Farol convincing and Sasiesthatetian 
rs, haberdashers and custom tailors 
aes pomething to their advantage not offered 
byany other service by writing me. My plan 
makes results ony ne. SON, 


307 Meyran chy Plosare, Pa. 
ADVERTISEMENT v< plane 
(Amateur 


and other 
FOR THK BEST ADVERTISE: MENT. 
00 FOR THE SECON. 
EACH FOR THE NEXT FOUR IN MERIT: 


For the purpose of en: encouraging amateur ad- 
vertixement constructors, as wall as Baty 3 the 
aid of the masters of the profession 

will, within the next twelve 


as accepted, 
December 2, 194—will award and 
rizes for the six best and we effective 
a ments that have been submitted. 


The advertisements of the Ripans Tabules 
have been before the public for twelve years. 


They were the first larg ely advertised propri- 
etary medicine ever sold in tablet form, 


They were the first remed: for dyspepsia ever 
successfully popularized tt tough advertising. 


They are the only proprietary medicine an in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a on psia reiliedy, have 
been received at office oF e Ripans Chemical 
Company in twelve months. 


Ahundred million Ripans Tabules have been 
pu at drug stores in the United States in 
asingle year. 
Every d store in America sells Ripans 
bules, and can give names and addresses of 
persons who have been benefited by their use. 
Interviews with such persons furnish the 
Material for effective pony oe agement - 
cillarpolnta oat when (resented te tne pelle ia 
points, but when presen e public in 
an eivertomont ut enpetic to thousands of others 
o =~ ———_ themselves 
only omen whe suffered in that precise way. 
The ol. that cures or salineap one isa boon 
to every other person living under similar con- 
ditions. The advertising value of individual 
cases can hardly be o' overes 


ress all communications to 
tga H. THAYER, PRESIDENT. 
THE KIPANS CHEMICAL G COMPANY, 
No. 10 Spruce 8t., New York. 


Crt CUSTER, Caricaturist, Humboldt, Tenn., 
isa writer of Advertising. 

ED W. KENNEDY, 171 W Washington St., Chi- 

rs writes adve: ertising—your way—his’ way. 


PROOFS—NOT PROTESTATIONS. 
LonpDon, Ont., March 9, 1904. 
McCall Advertising Co., St. Louis, Mo.: 
Gentlemen—Y our ads nearly me good busi- 
ness. We did not e: early as large results 
as those your adve. eaped for us, and an 
safely say that we never ad ads that brought us 
as much aon seit 
ours very respec y, 
Bowman & Co. 


ACTIVE 
A ADVERTISING FOR BANKS. 
F ey only knew how Dey te ay 
vinef ng—resultful—our Advertising Service for 
banks and — Companies is, you would em- 
ploy us at o1 
Bank Advertising is a specialty with us. 
e prepare forcerul advertisements and book- 
e kind that will increase your list of de- 


rs. 
Officers of financial institutions (not clerks) are 
invited to write us for samples of our work for 


VOORHEES & COMPAN 
Specialists in “Your Advertins 
Morton Building, New York Ci a 


ACK UP YOUR SALESMEN WITH 
GOOD ADVERTISING. THEY WILL 
SELL MORE GOODS! 


In these days perfect selling methods 
mean much more than making personal 
calls. 

Buyers need to be educated to a knowl- 
edge or appreciation of the goods before 
the salesmen get around. 

A campaign of educative advertising 
would enable your salesmen to clinch a 
larger percentage of sales. 

This icea is fully elaborated in our book. 
“Your Voice Cannot Reacn Every Nook and 
Corner of the Land,” which will be sent 
free on request. 


EDMUND BARTLETT, 
Advertising Specialist, 
150 Nassau St., New York. 


Advertisi to aid salesmen; advertising 
to bring in direct mail orders—or a com- 
bination of the two, whichever may be best 
for your business 

High-grade advertising literature of all 
kinds, catalogues, Lae ets, etc, 

Follow-up systems devised. 


HOW ARE YOU TELLING IT 
—your advertising story, | mean. tee you 
talking about whatever you make or sell in such 
a“ clear-cut,” interest: confidence-compell- 
ing manner that people unavoidably suspect you 
of “ye ething really first-class !—are you 
doing this oright sloag t Or are. you simply 
sticking to that old, thread-bare claim to making 
or selling the “ best in the world,” and then ex- 
pecting 20th century people to swallow that pre- 
posterous — fict gh fy Page costly for an 
forget nese days the 
uw 





any pon 
ow nearly his adcendooniate approach the 
oe, statements of a really first class 
i work for quite a lot of people who 
believe > this—im licitly. 
No.32. FRANCIS I. MAULE, 402 Sansom St., Phila. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


The ad marked No. 1 is sup- 
posed to tell a very interesting 
story of pastoral life. The gentle- 
man in the picture bought some 
eggs of Mr. Duston, of Marlboro, 
Mass., and the telegram which he 
holds in his hand advises him that 
the result has been most satisfac- 
tory and profitable. 

This advertisement originally 
occupied a space approximating a 
full page in the magazines, but the 
conscientious and hard-working 
artist who executed the drawing 








Wyandottes 


, Fees from > 60s fe matings, mtnen and — pie 
3 ny at all times and it's a 
ARTHUR G. DUSTON, 
The White Wrendotte Spocialict. 
Box 1020, Marlboro, Mass. 


No.l 


put so much time and muscle on 
it that the picture was very dim 
and indistinct, and the telegram, 
which was supposed to be legible, 
as it forms a part of the story, 
could not be deciphered without 
the aid of a strong glass. 

There may be no such thing as 
doing a thing too well, but there 
certainly is such a thing as work- 
ing too hard at it. 

The drawing in Ad No. 1 con- 
tains at least a hundred times as 
many lines as in No. 2, and took 











INK WILL RECEIVE. 


33 UNION SQUARE, N.Y. 


FREE OF CHARGES 
MATTER SENT TO MA ETHRIDGE. 


nobody knows how many times as 
long to execute. 
In No, 2 the telegram is legible, 


No2 


and all useless detail is eliminated, 
showing only the heads of the two 
people and a glimpse of an ap 
propriate setting for the scene 
through the open window. 

The easiest way is sometimes 
the best, particularly when it leans 
toward simplicity. 

x * * 

Here is a neat and well-balanced 

advertisement of the Savage Rifles 














which deserves more commenda- 
tion than can be given to tlie aver- 














age rifle ad. The advertising of 
arms and fishing tackle has lately 
tun very strongly to complicated 
and not particularly interesting 
outdoor scenes which are supposed 
to make a sportsman’s blood tingle, 
but which really have a somewhat 
depressing effect. 

This half-page Savage advertise- 
ment is clear, clean and simple, 
and the reader not only has his 
eye attracted, but the liberal mor- 
tise gives an opportunity to tell 
the story in a way which invites 
reading. 

* * * 

Here is a queer combination—a 

full page from the May magazines. 


(THERE IS ONLY ON E | 


Tomato Bouillon. 
ATempting Pick-me-up 

















The upper two-thirds is an ex- 
cellent advertisement for Armour’s 
Extract of Beef, and the lower 
third is a bad advertisement for 
Armour’s Tomato Bouillon. 

These are really two separate 
advertisements so far as the style 
cf execution is concerned, but the 
evidence goes to show that they 
were drawn at one and the same 
time and form but one plate. 

If the object was to make the 
upper and lower parts of this page 
totally dissimilar, the object was 
achieved. 

If the object was to make the 
Armour’s Extract of Beef adver- 
tisement absolutely kill the To- 





PRINTERS’ INK. 55 


' good, strong black for contrast, the 





mato Bouillon advertisement, that 
object was certainly achieved. 

The strong and effective black 
and white of the upper advertise- 
ment is certainly to be commended, 
but the combination is a grievous 
one. Perhaps this is an experi- 
ment—that would at least be a 
charitable view to take of it. 

* * x 


Here is an Omo Dress Shield 
advertisement which is an excel- 
















lay, 
| U 


a, 
he ond Py REEC! 
(port A 


Iss Diss Suit 













lent example of black and white 
treatment gone wrong. 

The large mortise is in the shape 
of a dress shield, and, counting 
this, there are six shapes of this 
character in the advertisement. 
The result is not a pleasant one. 
There is a sameness in the direc- 
tion of the lines. The black and 
white is improperly balanced, and 
where there would have been a 



















white lettering is introduced, thus 
spoiling the effect. 

The original idea of making a 
plate with a, mortise in the shape 
of a dress shield was not bad, but 
the things that were done in car- 
rying out the idea produced a re- 
sult which is certainly not pleasing 
or effective 

pare ae ae 
HOUGHTON AND HOUGHTALING, 

The Boston publisher pronounces his 
name of Houghton as if it were spelled 
Ho-ton. Baron Houghton, the English 
poet, called himself How-ton. Hough- 
taling, the name of a noted New York 
outdoor sign painter, puzzles many. He 
is variously called—Hortaling, How- 
taling, Ho-taling, Huff-taling, Hoff- 
taling, etc. He calls himself, and is 
called by Ete in the know, Ho-telling. 
— ress. 
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NOTES. 


“Loox Ahead” is an early folder about 
bathing suits, sent out to stir the retail 
trade by the Leicester & Continental 
Mills Co., Germantown, Pa. 


A FOLDER from the’ Pittsburg Gazette 
tells how this paper sets advertisements, 
using new type and attaining clean, 
vigorous display. Specimen ads would 
have helped the story. 


“Some Advertising Crumbs” is a book- 
let from the Louisville Herald contain- 
ing ad pointers and information about 
the city, more particularly industries and 
financial status. 


THE five mail order papers known as 
Lane’s List are described in a booklet 
from Lane’s List, Inc., Augusta, Maine. 
The quintet is composed of the Literary 
Companion, Sunshine, Family Herald, 
National Farmer and Golden Moments. 


THE latest catalogue of the Kalama- 
zoo Stove Co., Kalamazoo, Mich., is a 
handsome book of sixty-eight pages, de- 
scribing every stove and range in com- 
lete detail. It is a fine piece of mail 
iterature. 


AN assortment of literature used in 
the mail order department of the Taylor, 
Smith “& Taylor Co., East Liverpool, 
Ohio, shows the care with which this 
firm’s pottery and china advertising in 
the magazines is followed up. 


THE great new building occupied by 
Kelley, Maus & Co., Chicago, heavy 
hardware and supplies, is fittingly de- 
scribed by means of a booklet of half- 
tone views, handsomely arranged and 
— The cover is a burnt-leather 
effect. 


A NEAT mailing card sets forth argu- 
ments for the pisessinte value of the 
Popular Educator and Primary Educa- 
tion, two monthly journals published in 
Boston. New York advertising interests 
are attended to by Frederic H. Lake, 63 
Fifth avenue. 


A BOooKLeT from Clay, Robinson & 
Company, commission dealers in live 
stock at Chicago and other Western 
points, tells who the members of the 
firm are and deals with its principal em- 
loyees. This firm publishes the Week- 
by Live Stock Report, Chicago. 


A BOOKLET describing the correspond- 
ence course in advertising offered by 
the Barndt Ad School, Richmond, Va., 
paints the possibilities of the ‘‘profes- 
sion” for all they are worth, and with 
the ad school’s average consideration 
for the English language. 


An effective retail ad was lately made 
by Clark & Murphy, druggists and sta- 
tioners, St. Peter, Minn. The firm 
bought a large quantity of stylish en- 
velopes, pulled one from each package 
and printed on the flap an announce- 
ment of a sale of the rest at ten cents 
a bunch of two dozen. The envelope was 
sealed and mailed empty to women, par- 
ticularly to students at a local college 
and nurses in a hospital. 
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Tue latest consumers’ catalogue of 
the Globe-Wernicke Co. is sent out to 
dealers from the Cincinnati office with 
sensible suggestions on distributing jt 
with discrimination, avoiding waste of 
a costly book. 


Two well executed fac-simile letters, 
one from a subscriber and the other 
from an advertiser, are sent out by the 
Ram’s Horn, Chicago, to show what 
kind of people read that weekly and 
what sort of things are advettised 
therein. . 


Two little booklets by Charles Austin 
Bates, “How Shall a Young Man Sx. 
ceed?” and “Tne Ill-Fortune of Brother 
Bill,” have no particular application to 
advertising, but are inspiring business 
essays, right off the bat. Charles Austin 
hasn’t lost his grip of little words. 


A eat folder from “The Letter 
Snop,” Caxton Building, Chicago, gives 
views of the offices and some cardinal 
principles that apply to advertising let. 
ters, This concern makes a speciale of 
writing, printing, typewriting and mail- 
ing advertising letters. It is directed 
by Franklyn Hobbs. 


A LITTLE fiction story about a king 
who had difficulty with his digestion 
serves as an advertisement of the 
kitchen spices ps by the Adams 
Spice Co., New York. It 1s accompanied 
by coin card and envelope to make things 
easy for anybody who wants a sample of 
the goods, 


Literature from the Frank R. Carter 
Co., 12 East Forty-second street, New 
York, classifies the lists of addresses 
carried for sale to advertisers and gives 
names of general advertisers who 
use of this method to supplement other 
publicity. Most of the large proprietary 
advertisers are heavy circularizers, 


“Tue Modern Canner” is a lucid de ‘ 
scription of a small plant for canning 
fruit and vegetables on the farm, pub 
lished in booklet form by the Modern 
Canner Co., Bridgeport, Ala. The sub- 
ject is new, and is treated in a_ business 
way entirely free from the “hot ait” 
that is often used to inflate propositions 
of this kind. 


“Tue Big Horn Basin,” a late, Bur 
lington folder, tells a story of irriga- 
tion for settlers, with abundant pictures 
showing “before” and “after” aspects 
in the deserts of Wyoming. ‘Dairying 
in Nebraska” is another, the most im 
pressive part of which is a list of the 
creameries in that State and parts of 
Kansas. This literature comes from the 


road’s Chicago office. 





[ Printing 


Our specialty is geod, plain. readable print- 


ing at a fair price. We would be pleased to 
hear from the readers of PRINTERS’ INK to 
whom we could be of service. Advertise- 
ments, booklets circulars written. 
Address PRINTERS’ INK PRESS, 


51 Rose Street, New York. 
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Dun’s International Review 


A World’s Medium for Manufact- 





urers Seeking Foreign Markets 





Dun’s Review has more than double the cir- 
culation of any export paper published in the United 
States. The character and quality of the circula- 
tion must of necessity be the best, since the names 
are kept revised, and the paper is delivered into the 
hands of bona-fide buyers in the leading foreign 
markets of the world by the representatives of 
R. G. Dun & Company. 

It is the aim of the publishers to bring the man- 
ufacturers in closer touch with the foreign importers 
of the world than they have ever been before, fur- 
nishing ‘not only the service of credit and capital 
ratings but a medium through the aid of which large 
transactions may be consummated direct or through 
their commission merchants. 

The paper is published in English, Spanish, 
German and French, alternating the German and 
French languages. At the close of its first year, the 
manufacturers alone advertising in its columns 
represent the unprecedented capital of more than 
$100,000,000. Incident to the celebration of the 
First Birthday Number, many letters were received 
from manufacturers telling of the splendid results 
obtained through their advertisement in Dun’s 
Review. The following is a letter from the Frazer 
& Jones Company, Syracuse, N. Y.: : 


Mr. Jas, L, EWELL, 
General Manager Dun's Review, New York City. 
DEAR Sir: 

We are in receipt of your favor of the ist, and in reply to same 
would say that we are very much gratified with the results of our advertise- 
ment in Dun's International Review. Would simply say that we have had 
more inquiries and direct results from this advertisement than from any other 
advertisement we ever placed for foreign business. : 

: Wishing you all manner of success, we beg to remain, 
. Yours truly, 
FRAZER & JONES CO. 
Geo. S. HIER, Treas, 





58 PRINTERS’ INK. 


IT IS! THE RUSSIAN o* NEWS. 
PAPERS. 


Pre ing. y 0 R. i aon 14, 1904. The Yiddish newspapers published in 
itor of PRINTERS’ INK: New York, on the East Side, are not a 
We notice that the literature of the} whit poorer in quality than the English 
Evening World just received contains] dailies. I have before me issues of the 
a statement in relaticn to the number! Daily Jewish News, published by Sara 
of columns of advertising published by] son, on East Broadway, and of the 
them for the first quarter of this year,| Daily Herald, published by Mintz, on 
the total amount being 3,743% columns. | Canal street. The news in them is not 
Further on it states that this record is| quite as sensational as that in the “yel- 
not equaled by any other New York] jow journals,” but it is no less timely, 
newspaper and is approximated by, only| and embraces a large sphere. On the 
two other evening papers in the United] other hand, the Yiddish papers are more 
States, viz., Chicago News and St. Louis} instructive than the ordinary English 
Post-Dispatch. = .., | dailies. In their columns there are al 
We are compelled to take issue with ways to be found bits of good poet 
them on that statement, as we published] articles on astronomy, philosophy, rele 
in the Bulletin for the current quarter gion, and a liberal spirit permeates every 
4,538 19-24 columns of ———— This | jtem.—World’s Work. 
might perhaps be interesting to Print- 
ERs’ INK. ours truly, 


PROVIDENCE JOURNAL Co. vez, | Displayed Advertisements, 


ESTN line; $40 a page; 25 per cent extra 
TRUTH AND EARNESTNESS MAKE | 7 ©" 2 Zine: 
GOOD COPY. or specified 


\lea 


3 
—- 1 


ition—tf granted. 
Must be handed in one week in advance, 





A lot of advertising fails because it 
lacks life, animation, individuality. It = 
— a arrest gy erent oem <' has TO THE 
a dull, negative, heavy infiuence. t is 
too commonplace. Good advertising must EVENING NEWS 
be bright, newsy, interesting, with the 
snap of conviction and the go that comes| published at BUFFALO, the American 
from the knowledge of knowing that|] Newspaper Directory for 1903 gives a 
what is said is so, and that it is worth) much higher circulation rating than is 
the cost of telling. Be truthful and sopeded t any other daily paper in 
earnest, and the brightness will step|{ New York State published outside of the 
into your copy in ways you cannot ex-|§ City of New York. 
plain.—Rhode Island Advertiser. 





Est. 2 fel .l| ESiEes 

















This Means You, 
= Mr. Manufacturer 


The average manufacturer when approached on the subject 
of an advertising campaign will say that such a campaign is all 
well enough for the other fellow, but that for at least thirteen 
good and sufficient reasons he cannot consider such a proposition 
—that his business is unique and peculiar. 

A man who thinks this is mistaken. 

No matter what you make or how you market it, you have 
competition to meet, and if you do not get busy with the right 
sort of a publicity campaign, your competitor will, and the result 
will be unpleasant, to say the least. 

Every manufacturer who is not wedded to the erroneous idea 
that he is the whole thing and always will be is invited to send 
for our free book, “TRADE MARKS AND BRANDS,” and 
consider well what it says. 

Sent only to manufacturers who write for it over their pen 
signatures and on their business stationery. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 
























“| WRITE P Booklets, 
GOOD ADS * expen o 
Ed. Del onge, Gerald Buliding, Chicago, 














und, leather 
names; $3 ereees. 


rae engl gp name 


“GOOD PRINTING--CHEAP” 


I do it at Reasonable Prices and 
Promptly. Let me figure on your next 
order. I only turn out first-class work. 
Satisfaction guaranteed. $1.25 for 
either 1,000 Envelopes or Note 
Heads. We also do Ad-Setting 




















Ed. De Longe, 606 Gerald Bldg. Chicago 


AVOID BUSINESS TROUBLES 


Pn meg HANO! ayriann gt the various du 
labor-sa ‘or co Bills, 


rts, Letters and jp t re- 
we to the office and factory. We mani- 

systeins for the retail store and ‘or . the 
waslene for the jobber and f for the banker. 
We go any where for business. 


PHILIP HANO & CO., 


806 to 814 Greenwich St., N.Y. 


























22 


Here’s how one of them did 


“DO GREAT GOOD” 


“The publication of the recent article in 
THE SUNDAY SCHOOL TIMES 
concerning the Sunday School Revival 
seems destined to do a great deal of good, 
as I have had hundreds of applicants for 
the circular, in which the statement is 
made that they saw the article in 


Che Sanday Segoal Gime 


These people all seem somewhat over- 
joyed at having seen so good a plan, and I 
think they will all put it to work at once. 
Yesterday I had 34 such inquiries.” 


We Shall Be Pleased To Hear From You. 2% 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 


sm ESS 
RINGERS 
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59 
A PROSPEROUS YEAR 





FOR WORCESTER’S BEST EVENING 
PAPER, 


The Worcester, Mass., GAZETTE 
has just completed the most prosper- 


- | ous year in its history. A little more 


than a year ago the GAZETTE moved 


back | to its present location, leaving behind 


its old equipment. It installed a new 
Hoe double supplement press, new 
linotypes, new display type and nearly 
an entire new equipment throughout. 
The GAZETTE is of that class of 
papers that render advertisers the 
highest type of service. It enjoys the 
respect and confidence of its readers, 
Its readers believe in it, for it has 
never betrayed their confidence. 
* * # 

Any resident of Worcester will at- 
test to the statement, agreeing that a 
measure advocated by the GAZETTE 
has more weight than if advocated by 
other Worcester newspapers. An ad- 
vertisement in the GAZETTE has the 
greatest possible weight with its read- 
ers. Its readers believe in it. It isa 
“home” circulation paper. A large 
percentage of its 8,000 circulation is 
delivered by its own carriers. There 
is very little waste circulation. Its 
advertising rates are reasonable for 
the quantity and quality of its circula- 
tion. 

* * * 

The following editorial item recently 
appeared in PRINTERS’ INK: 

“Some consider that the trick 
has been done when the ad is in- 
serted in a paper that people read. 
Others do not close the contract 
for space until they are sure it is 
a paper people believe in. This 
is a distinction that every man can 
illustrate for himself with the 
papers he is most familiar with.” 
The EVENING GAZETTE of Wor- 

cester, Mass., is a good example of a 
paper which carries more advertising 
than other papers in its field claiming 
more circulation. 

The reading columns of this paper 
are bright and newsy, yet ciean in 
character. Generous space is given to 
local social news. Its advertising 
columns are free from objectionable 














advertisements.— Adv. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for 
cards or circulars, and any other suggestions for bettering this department. — 











I want it distinctly understood; They do it pretty well in Honoluly; 


and noised around that this de-| "%¢ the abpeal tm the first parograph 
partment does not “jolly.” It may | 
appear so at times, because so! 
much is said in praise of the ads 
reproduced; but the greatest use- | 
fulness of these pages should come} 
from the reproduction of model 
ads that merchants in all lines may 
cut out and send direct to their 
newspapers, after adding their own 
names and addresses, rather than 
choosing examples of poor ads, 
which would have to be entirely | 
rewritten, and criticising them 
without particular benefit to any- | 
body. There will be a little “roast- 
ing” done here when it seems like- 
ly that it will benefit any consider- 
able number of Printers’ INK’s 
readers, and on such occasions 
consideration for the advertiser’s 
feelings will not prevent the thing 
from being done to a turn; but, 
as a rule, you will find here only 
such ads as you can use to advan- 
tage just as they stand, or with a 
slight change here and there to 
make them fit your own special 
needs. If you send ads to this de- 
partment for criticism and they 
do not get prompt attention, it will 
be because they were received too 
late to be seasonable, are not easily 
adaptable to other concerns in the 
same line of business, or are 
too much like other ads recently 
reproduced. Of course, ads that 
are thought to be utterly lacking 
in merit will get no attention what- 
ever, except when it seems desir- 
able to point a moral with a hor- 
rible example. However, if one 
contribution fails to get attention, 
that should not discourage you 
from making another, because the 
next one may be exactly what is 
needed at the time it is received. 
I cannot undertake to return any 
of the ads that are submitted; send 
duplicate proofs if you want to 
keep those particular ads in your 
files, 








Combination 
Billiard and 
Pool Table 


For family use. Greatest 
thing for keeping the men 
folks from “going down to 
the Club” at night. 

We have 2 sizes, 3%x7 
| feet and 4x8 feet, with 2 and 
| 2%. in. balls. A complete 

outfit of balls, cues, etc. (40 
| implements in all), is fur- 

nished with. each _ table. 

Twenty-six games, including 

various forms of Pool and 

Billiards, also Balletto, Golf, 
| Tenpins, etc., are played on 
| these tables and a book of 
rules and instructions is fur- 
nished with every table. 

Sold at $60 and $75 on 
easy terms. 

An Ideal Home Table at 
a very Reasonable Price. 


E. O. HALL & SON, LTD., 
Honolulu, H. T. 








V ery Attractive. 





37%c. Instead of 
$1 for These 
Mercerized 


Cottons 


No wonder every one is 
talking about them. 

The cotton is the finest 
that can be grown, 

The mercerizing is the 
most skillful that can be 
doné. 

The weaving is wonder- 
fully perfect and varied. 

Yet the price is only 
about a third of the regular. 

Yes, the same things are 
selling in other stores right 
now for $1 a yard. 

Meant for shirtwaists— 
but not for that alone—the 
plain colors in the light- 
weight will make exquisite 
summer gowns. 


JOHN WANAMAKER, 
Philadelphia. 
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Of Course, This Was Followed by Well- Specially Addressed to Brides. 
Written Descriptions and Attractive 





Prices. Pretty Sets of 





Some Good Bu- 
reaus and Chiffon- 
niers at Wholesale 
Prices, 


Manufacturers who want 
to get a lump sum of ready 
money quickly are often glad 
to sell small quantities of 
furniture at cost. Perhaps 
they see a way to make twen- 
ty times as much profit as 
they are temporarily giving 


up. 
"One of those occasions 
has recently enabled us to 
buy, at or about the cost of 
manufacture, a lot of ver 
handsome bureaus and chif- 
foniers, in mahogany, bird’s- 
eye maple and golden oak; 
all substantially made and 
highly finished, with large, 
beveled, plate-glass mirrors. 
JOHN WANAMAKER, 
Philadelphia, Pa. 








Informative. 








Germany Makes 
the Best Linen 
Mesh Underwear 
in the World 


—and the kind we have to 
sell is the original linen mesh 
of which all others are 
copies; coming direct to us 
from the manufacturer in 
Cologne, and made to our 
special specifications. 

We have tried other makes 
from time to time, but now 
drop them all for this ori- 
ginal brand which is the best. 

We are speaking of men’s 
underwear only. 

Linen mesh does not mean 
all linen, as it is necessary 
to have some cotton in the 
cloth. This original maker 
uses 65 per cent linen in 
these garments, except the 
very, light weight, which is 
only half linen, and the fish- 
net, which is very open and 
nearly all linen. 

The size of the mesh 
varies, also the weight of 
the cloth, and the prices run 
$2.25, $2.50, $3 and $3.25 a 
garment. 

The salesman will tell you 
which kind is best suited to 
your needs. 

JOHN WANAMAKER, 

Philadelphia, Pa. 


Nainsook Un- 
derwear, $3 
Instead of 


$5.25 


Help for a bride planning 
a trousseau. Yes, indeed; 
fine enough to make one set 
in that carefully-planned out- 
fit. The garments—drawers, 
chemise and night gown—are 
worth $1.75 each. They are 
made of very soft nainsook, 
and the trimmings are in ac- 
cord. Bought separately 
they are $1 each. Here is a 
brief word of description. 
$1; value $1.75—The Night 

Gowns and Chemises have 

both low, square, of em- 

broidery threaded with 
wide satin ribbon; finished 
with a frill of snowdrop 
lace. The night gowns 
have elbow sleeve; the 
chemises a pretty frill. 

$1; value $1.75—The Draw- 
ers of these pretty sets 
have deep ruffle of Swiss 

embroidery heading with a 

wide ribbon threaded bead- 


ing. 
$3 for the set is very little, 
isn’t it? 
GIMBEL BROS. 
Philadelphia, Pa. 





morning.” 





Appetizing 
Eatables 


Spring delicacies, that 
tickle the palate and bring 
the perfect joy of a con- 
tented stomach. Fresh as the 
first breath of a country 
morning. 

Butter with the flavor of 
green pastures, 25 cents the 
pound. 

Eggs fresh from our own 
poultry farm, 20 cents the 
dozen. 

Peas, beans, roasting ears 
—all kinds of seasonable 
vegetables, still wet with the 
ss dew—fresh every 


ay. 

Strawberries—the kind that 
melt in your mouth, red, ripe 
and delicious, 15 cents the 
quart. 











At the store where every- 
thing is fresh and clean. 
WALTER CHANEY, 
Winchester, Ky. 











“Fresh as the first breath of a country 
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Advertising Agencies. 


eer my under this head, two lines or more 
rowNNandled in Une week ( 10 cents aline. Must be 
in one week in advance. 
ALABAM. ABAMA, 
Ate! -%, ADVERTISING CO., Mobile, Alabama. 
Distributing and Outdoor Advertising. 
ear 
Cen co. Califor- 
oy ineet g any- 
where— ma; _ ers, trad 


outdoor. Bioctive ad sting plans. PP ACL: 
FIC COAST ADVERTISING, 25c. copy; $2 year. 


Bare: AND SWASEY, 107 New Roca. 
San Francisco agency west 
of Chicago; eee upy 10,000 sq. 1. ft.; ;emplo peoples 


all or any part of an adverti 
; can save advertisers money ly atv ju- 
dic ously for pests, bi igns. 
street cars,distributing, etc. Can place goods witb 
wholesaiers and retailers. Knowing Ccast condi- 
tions, we can place your advertis’g without waste. 
Write for booklets. 


DISTRICT OF COLUMBIA. 
¥ 7 bp my Want a af 1b Jentiog dailies. 
r listsand ao RRELL 
ADVERTISING AGENCY, Star Bldg.,Wush., D.C. 


GEORGIA, 
Ts oldest advertising agency in the South. 
Successful campaigns planned to suit the 
conditions in the South. We are on 


he ne and have a ed ane, a 
force in Ms A de 
booklet, etc. A ENGALE ADVERTIS. 


ING GENCY CO, Atlanta, Ga. 


ILLINOIS. 
=. w. EERNEDY ee AGENCY, 


71 groan t., lace your 
work in any publication. W: iver 


$ advertising. 
KENTUCKY. 
M. CALDWELL Adv. Ag’cy,Louisville, plans, 
e prepares, placesadv’ng; newpapers, mags. 


MARYLAND. 
My esouns 45 ADVERTISING AGENCY, Balti- 
i 1876. N 


dutdoor advertising written, planned. 
Don’tspend $1in Md. before eotting oure ion 


NEW YORK. 


CO*orss AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 


REIG ADVERTISING AGENCY, 719 St. domes 
Bidg.. ewspaper, Periodical and Out- 
door Advertising. Large or emall contracts ac- 
cepted. Consult us before efore placing your “oy g. 


G KO. P ROWELL & CO., 10 Spruce St., 

\¥ York. have representatives callin ng in per per 
son — newspapers and retailers, 
State by State. and offer advertisers the A 4 
usual facilities of this service. Schemes for in- 
troducing and selling goods. 


H== NEWSPAPER 
ADVERTISING AGENCY. 
a 1869.) 


198 
WILLIAM HICKS. . 
One of the agencies in the list ‘published by 
’ Ink as “ thoroughly reliable,” Thirty- 
five years’ business experience at the service of 
\vertisers who desire to use the leading news- 
magazines. 


ORTH AMERICAN AN ADVERTISING CO., the 
1 ti: advertising agency in 
swing in all classes of 


Foreign Trading Co.. which handles American 

goods abroad and foreign voods in the home 

market. ap ng from, manufacturers 

desiring larger cy, vice pre L. Perine, 

ee w. Vv. ‘Beeley. ice- e president; FP. James 
. treasure: 


secretary r, 
100 y Wilitam St., New Yo =~ 


Cinein- 


oer s 
YLARENCE RF. RUNEY, Runey Bi 
ne Outdoor 


nati, Newspaper, M 
Printing, Designs, Writings. 


PRINTERS’ INK, 


PENNSYLVANIA. 


ae AND HORNBERG: =. 
ADVER' _ AGENTS, 


S Commonweal an Bidg., Fay 
(hnegeuenp to — advertising, ) 
White and More 


Believe in * “Less B 
Gray Matter,” and will be pleased Mgt 
gestions and prices on Pookie deni aae 
street car ocrerttag, bee ets, mail Bo of 
folde1s; to give bi ess counsel, and to plan 
with advertisers who want increased returns, 
HE . 1. IRELAND Aa Be NG A 
T (Established 1890, — 
works wr well as br cliente ‘ 
lans P vertising in newspayers 
and magazines. 


Creates mail-series of folders and cards to 
reach the trade. 
925 Chestnut Street, Philadelphia, Pa, 


RHODE ISLAND, 
O. F. OSTBY AGENCY, Providence—Bright, 
Raed “ad ideas,” magazine, news. 
paper ad 


'ANADA. 
Foe $4.50 we insert words, classified, once in 
best 18 dailies of 15 | Inraest Canadiain cities; 
3 insertions, $12. Send cash with order. 
DESBAKATS ADV. ‘AGENCY Ltd., Montreal, 


FOR DAILY NEWSPAPER 
TOWNS ONLY. 


Wincuester, Va., April 2oth, 1904. 
Editor of Printers’ INK: 

We notice in your last issue that you intend 
to send a reporter in every town in the United 
States to give a write-up of that town. 

We wish to call your attention to Winches. 
ter, Va., and hope that it will have its turn in 
its proper course of work. We are, 

Yours respectfully, 
Tue Eveninc Star, 

H. F. Byrp, Manager. 

It is intended to visit and report 
upon every American town in 
which a daily paper is issued. The 
time of the visit and report will 
be at the convenience of Print- 
ERS’ INK, 

_If a special report at a specified 
time is required, it will be made, 
but in such case the interested 
parties will be required to advance 
a sum sufficient to pay the re- 
porter’s expenses. This sum will 
in no case be less than $50.00 nor 
in any case over $250.00, except for 
towns beyond the Mississippi, for 
which a_ special rate will be 
charged. 











Tue Daily Star, Lincoln, Neb., sends 
out a booklet in which are given month- 
ly circulation statistics for a year, with 
interesting information about distribu- 
tion and mailing. 


THe booklet of of the Educational 
Agency, conducted at 1 Union Square, 
New York, by Miss M. D: Hopkins, is 
terse and informing, but the p.inting 
is far from attractive. 


A weat catalogue of the books of 
Blackie & Son, London, illustrated in 
three-color, is sent out by the Copp- Clark 
Co., Toronto. In its 128 pages‘ are re 
produced many fine book illustrations. 
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THOROUGHLY SATISFIED 


Last week’s advertisement told the story of 
my having won an order from a Canadian publisher 
through strategy, and as he has voluntarily sent me 
the following testimonial, I am taking the liberty 
of mentioning his name. 





Office of the Topic, 
PETROLEA, ONT., April 12th, 1904. 
Printers Ink Jonson, New York, N. Y. 
DEAR SIR: 

A few weeks since I sent you $5.00 for a 100-lb. keg of 
news ink. As I received the ink in quick time thereafter, I 
know you received the money and presume you are satisfied. 
Perhaps you would like to know how I am pleased. To be 
concise, I will say I am thoroughly satisfied. That means a 
lot. It means that I have proved that your interesting and 
pointed ads, which I had read for a longtime before buying, 
were legitimate and you meant what you said; it means that 
when next I want ink I will give you a further order; it means 
that when I can I'll put in a good word for you with my 
friends; it means I hope increased business for you and con- 
tinued satisfaction for me. I am pleased with the ink, with 
the dispatch with which you furnished it, and with the fact 
that 1 saved several dollars after paying duty and freight. 
Continued success to you! 

Respectfully, 
P. H. MCEWEN, Manager. 


I consider the above testimonial one of the 
best ever received, and feel that it was worth while 
waiting for. If Mr. McEwen had made up his 
mind to buy from me the first time he read my ads, 
he would have been many dollars in pocket. If 
you contemplate trying my inks, do not worry about 
sending the cash in advance, as I guarantee that if 
the goods are not found satisfactory I refund the 
money and pay all transportation charges. Send 
for my price list, which contains useful hints for 
relieving troubles in the pressroom. 


ADDRESS PRINTERS INK JONSON 
(7 Spruce St. NEW YORK 
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Wednesday, Sept. 7, 1904. 


On account of the inconvenience entailed by giving 
special positions to advertisements, as well as on account 
of the supposed peculiar value of special positions, it is 
decided that after Wednesday, September 7, 1904, the 
charge for special positions in PRINTERS’ INK will, if 
granted, be double the price charged for advertisements 
appearing without specification as to position. That is, a 
special position ad will cost 40 cents a line, $6 an inch, $40 
a column, $80 a page, while one without a specified position 
will be accepted then as now for 20 cents, $3, $20 and $40. 

* * * 

Previous to September 7 the present rates will remain 
in force and contracts will be accepted till forbid or for 
any specified period ; and the existing privilege to discon- 
tinue at the advertiser’s pleasure will also remain in force; 
also the advertiser’s privilege of a free yearly subscription 
for every ten dollars covered by his advertisement con- 
tract—when demand for the coupon is made at the time 
the contract is made. The price. are flat. No reduction 
is made for large space or continued insertions. Anything 
appearing as reading matter goes in free. 

* * * 

No increased price is contemplated for advertisements 
appearing without any specification as to position, nor for 
classified advertisements, advertising agents’ announce- 
ments, announcements of Want Ad mediums, the charge 
for all of the three sorts last named remaining 10 centsa 
line, $10 a column, $20 a page. 

* * * 

The following change of rates has been made for the 
Roll of Honor and becomes operative at once: A page 
costs $40 per issue, a half page (1 column) costs $20, a 
quarter page (% column) costs $10 per issue. 

Only papers that are listed in the Roll of Honor can 
obtain space in and between the pages of this department. 


Address all communications, orders and copy to the 


BUSINESS [IANAGER OF PRINTERS’ INK, 
19 Spruce Street, New York. 








